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ABSTRACT 
Export marketing is a part of international marketing. It is concerned with the foreign 
trade of a country, which implies exporting of goods to importing countries. Export plays 
a very significant role in the development and growth of any country. Export earnings constitute 
one of the most important sources of meeting foreign exchange requirements for development 
projects. The foreign trade of Bangladesh has characterised by persistent trade deficit. Low 
volume of exports and relatively larger volume of imports have generally been responsible 
for heavy deficit in the balance of trade. Balance of payment is also characterised by a growing 
trade deficit. Exports have assumed a place of paramount importance in the development 
process of the economy. Shortage of foreign exchange is considered a major constraint 
in rapid economic development of the LDCs. Bangladesh relied heavily on foreign sources 
for implementation of its development programmes. Foreign exchange as well as domestic 
resources are not at all adequate to achieve the desired economic goals of the country. 
A developing country like Bangladesh may overcome such unpleasant situation either 
by expanding their export and/or by obtaining grants and loans from abroad. In recent times 
the prospect of obtaining loans and grants has not at all been encouraging. The long run 
repercussion of aid may often be harmful for the recipient country if such aid is not fruitfully 
employed. Dependence on foreign aid and loan to finance import requirements, even if 
available, can at best be a temporary arrangement. Export expansion is, therefore the only 
long-term course open to a developing country which can well be able to cope up with 
adverse balance of payment problem To sustain economic growth and simultaneously to reduce 
aid dependence, it is important for an LDC like Bangladesh to increase export earnings. 
Recognizing its importance, the Government of Bangladesh and policy makers have 
given due attention in Five Year Plans to accelerate expansion of export earnings and official 
policies are also directed to that end. 
Bangladesh exports are concentrated on both traditional and non-traditional items. Non-
traditional product can be defined as a product which is a nascent one in the export field 
and has not been historically exported from the country and which possess good export 
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potentials in future. The traditional export items include jute and jute goods, tea, hides and 
skins. Non-traditional export items include readymade garments(RMG), knitwear, shrimp, 
leather and leather goods, handicrafts, fruits and vegetables, engineering products, chemical 
products, paper and allied products, specialised textiles and other commodities. There was 
a significant transformation in the structure of exort sector from traditional exports to non-
traditional exports during the post liberation period. The share of traditional items in the total 
export earnings which was about 93 per cent in 1977-78 dwindled to 11.56 per cent in 
1995-96. On the other hand, the share of non-traditional items in the total export earnings 
which was about 7 per cent, increased to 88.44 per cent during the same period. However, 
the export trade of Bangladeshi non-traditional items has shown a monotonic rise from 
1980-81 onwards. The potential and scope of traditional items being limited, the alternative 
to meet the increasing trade deficit is the export promotion of non-traditional items Hke shrimp, 
knitwear handicrafts and fresh fruits and vegetables etc. The non-traditional hems which satisfy 
the requirements of highly elastic demand abroad both with respect to price and income, 
may play a positive role in generating export earnings. 
On the whole, non-traditional exports from Bangladesh witnessed more than eighteen-
fold increase during 1980-81 to 1995-96 and recorded an average growth rate of 21.56 
per cent in the reference period. Notwithstanding all these changes and various measures 
taken by the Government to promote country's non-traditional exports, Bnagladesh's 
performance in the international markets has remained very dismal. Even at the product level, 
Bangladesh's performance has remained abysmally poor. Our poor performance in the export 
markets is because of our failure to do proper marketing. In the corning years, the situation 
is likely to become much more critical with emergence of many new developing countries 
as non-traditional exporters. As such, formulation of right kind of export marketing strategy 
is pre-requisite to achieve the desired share of exports and rate of growth. 
In the study, "Export Marketing of Non-traditional Items in Bangladesh: Problems 
and Prospects", an attempt has been made to cover the various export marketing aspects. 
The study has dealt with thoroughly the review of export performance, analysis of export 
marketing mix, identification of the export marketing problems and prospects and recommended 
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the export marketing strategies for major non-traditional items. Based on the findings of 
the study some suggestions and policy measures have been forwarded which may be 
beneficial for the government agencies, policy makers, entrepreneurs, exporters and others 
who are concerned with export marketing of non-traditional items. 
The broad hypothesis in this study is to attribute the progress and performance of 
export marketing of Bangladeshi non-traditional items to the factors like product attributes, 
packaging, fixing of prices, distribution system and promotional measures. It is also hypothesised 
that some of the factors are interrelated and interdependent. 
The list of non-traditional items covers a large number but only four major items 
out of these have been studied namely shrimp, knitwear, handicrafts and fresh fruits and 
vegetables. These four items have been selected because they account for a sizeable share 
of export trade in non-traditional items of Bangladesh. Readymade garments, a major non-
traditional hern has not been included in this study due to the fact that substantial work 
has already betn done in this area. 
The study has been restricted to some important markets (countries) which account 
for a sizeable portion of non-traditional products imports from Bangladesh. The broad 
categories of the countries are Europe, America, Oceania, Middle East and Asia. This study 
basically pertains to a period of 16 years starting from 1980-81 and ending with the year 
1995-96. Such a long time span has been chosen so as to ascertain the changes in the 
non-traditional exports of Bangladesh during this period. 
The study is exploratory in its basic nature. But while analysing certain decision variables 
it is descriptive and suggestive as well. Both the primary and secondary data have been 
used for the purpose of the study. The major reliance is on secondary data and published 
and unpublished material available both at national and international level The data has been 
culled out from research reports, market research surveys, feasibility studies, seminar papers, 
journals, bulletins and specialised studies made by private as well as semi-government and 
governmental bodies. The books, annual reports, directories and statistical year books were 
consulted to supplement the available information. Some first-hand information has also been 
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collected from the primary sources through in-depth interviews and discussions with the 
exporters, entrepreneurs, experts, executives and high ranking officials of Export Promotion 
Bureau (EPB) and other governmental agencies. 
Various statistical measures and techniques such as growth rates, averages, coefficient 
of variation, coefficient of correlation, coefficient of determination, t-test, F-test, and Durbin-
Watson test have been applied for the analysis and interpretation of data. The various 
aspects of the study and interrelated facets of the problem have been documented in this 
thesis under nine different chapters. 
The main findings of the present study are stated as follows: 
1. The level of non-traditional exports from Bangladesh witnessed more than eighteen 
fold increase during last 16 years and recorded an average growth rate of 21.56 
per cent in the reference period. Moreover, the relative share of non-traditional exports 
as of total also increased most significantly during the study period. 
2. Contribution of non-traditional exports to the country's GDP at current market prices 
has been rising consistently over the years. 
3. Exports are highly concentrated and overdependent on a few non-traditional items 
particularly RMG, knitwear, frozen food (specially shrimp), handicrafts, leather goods 
etc. 
4. Bangladesh is becoming increasingly dependent on the developed economies for her 
exports (85.17 per cent). Bangladesh's overall export growth rate to the developed 
nations (18.89 per cent annually) has grown faster than that of other developing 
countries. On the other hand Bangladesh's exports to the SAARC countries 
demonstrate a low growth rate (2.03 per cent annually) during the study period. The 
bulk of the exports to the developed market economies comprise of non-traditional 
items. Presently the exports of non-traditional items from Bangladesh are destined 
mainly to USA and EU countries. Overdependence on a few markets has been one 
of the limiting factors in the expansion of exports. 
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Bangladesh's performance in the world markets has remained very dismal. Even at 
the product level particularly handicrafts, fruits and vegetables, Bangladesh's 
performance has remained abysmally poor. In the coming years, the situation is 
Hkehy to become much more critical with emergence of many new developing countries 
as non-traditional exporters. 
Export marketing mix analysis of selected non-traditional items in this study 
demonstrates that decision variables are interrelated and interdependent. But the mix 
element of the items are not properly evaluated by the exporters. Product attributes 
(such as quality, branding, labelling, packaging), pricing, distribution channel and 
promotion—these decision variables are neglected by most of the exporters. 
Exporters do not pursue the export marketing strategy properly. Development of new 
product strategy, modification of existing product strategy, pricing strategy, channel 
strategy and promotion strategy are not well entrenched by the exporters. Most 
of the exporters of the selected products follow the cost-plus pricing method in 
determining the pricing of the product. 
Though markets for Bangladeshi non-traditional products are little diversified, most 
of the markets remain under-explored. Even in case of our top six export markets 
namely USA, UK, Germany, France, the Nethelands and Japan constituting 73 per 
cent of our total markets, Bangladesh's share in their total imports is very negligible. 
Lack of market diversification and export market exposure have been found prevalent 
in Bangladeshi non-traditional exports. 
Lack of product diversification of non-traditional items has also been observed during 
the study. There is a scope for diversifying the products of knitwear and handicrafts. 
Diversification of product species or varieties of shrimp and fruits and vegetables are 
also found to be possible. Within each product category diversification should be made 
to specialise in hems which are growing fast and which also account for a greater 
share of world exports but which have so far not been exported from Bangladesh. 
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10. One of the major constraints confronted by the exporters is the dearth of packaging. 
Presently packaging is unsuitable for the development and expansion of non-traditional 
items in the overseas market. Most of the packaging companies in Bangladesh are 
producing packaging material which is not to the international standards and the cost 
of packaging material is comparatively higher than the imported packaging material. 
11. Promotion of non-traditional items in the overseas markets is very limited. Sending 
a few delegations, infrequent marketing missions and the participation in trade fairs 
in a few cases are the only promotional methods used for non-traditional hems. The 
promotion is very poor in quality and quantity both. 
12. Expansion, development and promotion of non-traditional products are handled by 
a few agencies. Export Promotion Bureau (EPB) and Export Promotion Council are 
the only governmental agencies who look after the export expansion and promotion 
of non-traditional hems. But the agencies like separate Commodity Boards, Trade 
Development Authority, Trade Fair Authority, Institute of Foreign Trade etc. are not 
found in Bangladesh for the promotion, expansion and development of non-traditional 
exports from Bangladesh, as is the case in some neighbouring countries like India. 
13. There are no large size design and product development centres for handicrafts and 
knitwear. BSCIC design centre for handicrafts is not an export-oriented design centre 
and a few NGOs have design and product development centres which are also not 
sufficient for the development of export. 
14. Some domestic factors are responsible for inhibiting the non-traditional exports 
particularly, lack of raw material, lack of infra structural facilities, inadequate credit 
facilities, low quality and design, lack of proper incentives, dearth of quality packaging 
etc. Apart from domestic constraints some international phenomena such as tariff 
barriers, protected recession, high competition, lack of direct contact etc. are also 
responsible for slowing down the speed of non-traditional exports from Bangladesh. 
15. The export prospects of shrimp, knitwear, handicrafts and fresh fruits and vegetables 
have been found to be very bright. Bangladesh can earn a substantial amount of 
foreign exchange through the export of such products. 
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PREFACE 
Export marketing is a part of international marketing. It is concerned with the foreign 
trade of a country, which implies exporting of goods to importing countries. The foreign trade 
of Bangladesh has been characterised by persistent trade deficit. Low volume of exports and 
relatively larger volume of imports have generally been responsible for heavy deficit in the 
balance of trade. Balance of payment is also characterised by a growing trade deficit. Exports 
have assumed a place of paramount importance in the development process of the economy. 
Export earnings constitute one of the most important sources of meeting foreign exchange 
requirements for development projects. Shortage of foreign exchange is considered as a 
major constraint in rapid economic development of the LDCs. Bangladesh relied heavily on 
foreign sources for implementation of its development programmes. Foreign exchange as well 
as domestic resources are not at all adequate to achieve the desired economic goals of 
the country. 
A developing country like Bangladesh may overcome such unpleasant situation either 
by expanding their exports or by obtaining grants and loans from abroad. Dependence on 
foreign grants and loans to finance import requirements, even if available, can at best be 
a temporary arrangement. Export expansion is, therefore the only long- term course open 
to a developing country which can well be able to cope up with adverse balance of payment 
problem. To sustain economic growth and simultaneously reduce aid dependence, it is 
important for an LDC like Bangladesh to increase export earnings. 
Bangladesh exports are concentrated on both traditional and non-traditional items. The 
potential and scope of traditional items being limited, the alternative to meet the increasing 
trade deficit is the export of non-traditional hems like shrimp, knitwear, handicrafts, fresh 
fruits and vegetables etc. There was a significant transformation in the structure of export 
sector from traditional exports to non-traditional exports during the post liberation period. 
Non-traditional export sector in Bangladesh occupies a paramount position in the economy, 
on account of its massive potential for employment, growth and exports of the many high 
thrust export items. Bangladesh's export performance in the international markets has remained 
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very dismaL Even at the product level, Bangladesh's performance has remained abysmally 
poor. Our poor performance in the export market is because of our failure to do proper 
marketing. 
Looking into these aspects the present study is an endeavour to review the export 
performance and analyse the present conditions of export marketing of non-traditional hems, 
their problems and prospects and recommend the marketing strategies for future export 
development. The study is based on the primary as well as secondary data sources. 
The various aspects of the study and interrelated facets of the problem have been 
documented under nine different chapters. In the first chapter, background information covering 
the country's economic situation, definitional issues of non-traditional items and problem 
statement have been presented. In the second chapter, a thorough review of the existing 
literature has been done. In the third chapter, objectives, hypothesis, scope and methodology 
have been specified. In the fourth chapter, an overview of Bangladeshi non-traditional exports 
has been made. Various aspects of export marketing and export marketing strategies of shrimp, 
knitwear, handicrafts and fresh fruits and vegetables have been discussed in chapters five, 
sit, seven and eight respectively. In the ninth and final chapter, conclusions, suggestions and 
policy implications and direction for further study have been given. 
Hopefidhy, the study will serve the specified objectives and would also be of immense 
interest and benefit to all those engaged in or influenced by the export marketing of non-
traditional items. 
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INTRODUCTION 
Export plays a very important role in the development and growth of any country. 
This is specially true about countries like Bangladesh aspiring to ensure an improvement 
in the standard of living of the masses. Export contributes to economic growth in three important 
ways [Dhindsa, \9&l].Firstfy, export increase implies increase in Gross National Product 
(GNP). Secondly, export industries have tremendous effect on the growth of other industries 
as they are all interlinked and interdependent. This leads to capital formation, technical change 
and reallocation of resources. Thirdly, export affects growth via import of capital and 
intermediate goods, the availability whereof is essential in transferring savings into investments. 
Thus, the larger the gains from foreign trade, the faster will be the process of economic 
development. 
Infact, the message these days is "export and grow or perish". The rise of the Newly 
Industrialised Economies of Asia during the recent past bear ample testimony to this assertion. 
Infact, the tremendous development that has taken place in countries like Taiwan, South Korea, 
Malaysia and Singapore during the past decades has been possible mainly because of the 
massive growth in their export sector [Ahmed & Khan, 1996]. 
To developing countries embarking upon massive programme of planned economic 
development, foreign reserve together with favourable balance of payments, is sine qua non 
in achieving the desired rate of economic growth. So far as the planned economic development 
of Bangladesh is concerned, its balance of payments and foreign exchange assume greater 
importance. It is true in the initial stage of economic growth of a country launching ambitious 
programme of economic development, balance of payment difficulties and shortage of foreign 
exchange are to be confronted with. These setbacks crop up due to high import needs and 
requirements of import cannot be achieved by export earnings in the beginning. The scarcity 
of foreign exchange becomes an inhibiting factor to the economic development of an 
underdeveloping country [Dey, 1985]. Import demands of the developing countries are 
exceeding their capacity to generate foreign exchange earnings from exports leading to chronic 
deficits in their balance of payment, increase in resort to foreign loans and depletion of 
foreign exchange reserves [Leela, 1995]. 
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Export earnings constitute one of the most important sources of meeting foreign 
exchange requirements for development projects. The strategy of developing a self-reliant 
economy is linked up with the issue of enhancing the country's ability to import critical 
inputs for development out of her own export earnings. Having been convinced of the rationale 
of increasing the growth rate of exports Government took several measures during the last 
four development periods. Review of export volume in real terms indicates that there has 
been the rising trend of export earnings,but consistently high rate of increase of export 
earnings could not be attained. It has also been observed that export earnings could not 
be enhanced at par with the foreign exchange requirements of financing both development 
and non-development imports. This has resulted in the upward trend of balance of payments 
deficit [Bhuiyan, 1992]. 
The foreign trade of Bangladesh has been characterised by persistent trade deficit. 
Imports cannot be reduced on the ground that they are largely consumption-oriented and 
in the form of intermediate goods to meet growing development needs of the country. Low 
volume of exports and relatively larger volume of imports have generally been responsible 
for heavy deficit in the balance of trade. 
So far as the planned economic development of Bangladesh is concerned, it is at 
a critical juncture in its economic endeavour. Its trade deficit is mounting and there are no 
indications of its receding, in view of its growing development needs both in terms of updating 
technology and for increasing the level of production for meeting domestic as well as export 
requirements. As per the latest estimates the trade deficit stands at US$ 2945 million for 
the year 1995-96, which is alarming [Bangladesh Bank, 1997]. Added to this is Bangladesh's 
poor export growth rate. It also shows that the growth of merchandise export lags behind 
imports. During the first half of the 1980s, export earning could hardly meet 35 per cent 
of the import bill. This ratio increased to about 40 per cent during the last half of the 1980s. 
In 1990-91, there was a further push and export earning could meet 49 per cent of the 
import bilL This figure stood at 56.6 per cent in 1991-92 and 60.5 per cent during 1993-
94 (MOF, 1995]. This means that there is still wide gap between import and export. 
Balance of payment is also characterised by a growing trade deficit. The balance 
of payment turned out to be unfavourable due to depressed output of agricultural and industrial 
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sector, large non-aid import of food grains and essential commodities, dislocation of export 
trade and substantial increase in debt servicing liabilities. The debt servicing liabilities as a 
per centage of total export earnings stood from 4.69 per cent in 1973-74 to 17.2 per cent 
in 1993-94 [MOF, 1995]. Even commodity terms of trade turned against die country affecting 
its capacity to import having adverse balance of payments [Samad, 1982]. The sharp adverse 
movement in terms of trade of Bangladesh is expounded by a phenomenal increase in import 
prices as against moderate increase in export price. 
Exports have assumed a place of paramount importance in the development process 
of the economy. Since exports are just one aspect of the allocation of resources, a minimum 
of foreign exchange is necessary if a developing country is going to achieve rapid growth. 
Shortage of foreign exchange is considered a major constraint in rapid economic development 
of the LDCs. [Kaur, 1995]. 
Ahhough,improvements came about in the form of greater diversification in the 
composition of exports whereby the earnings from exports increased on a sustained basis 
during the last couple of years, yet Bangladesh relied on foreign sources for implementation 
of its development programmes. Foreign exchange as well as domestic resources are not 
at all adequate to achieve the desired economic goals of the country. Therefore, self-reliance 
remains a distant dream [Planning Commission, 1973: 1983]. Squaring up of the accounts 
on an average and over the years in the country's trade sector is die need of the time [Reza, 
1981]. 
A developing country may overcome such unpleasant situations either by expanding 
their exports and/or by obtaining grants and loans from abroad. The need for foreign exchange 
so urgently felt by a developing country may be met from various sources Hke foreign official 
grants, aids and loans, private flows and export. Generally speaking the reliance on official 
grants, aids and loans means dependence of a country's development efforts on the whims 
and fancies of an outside agency. The quantum, quality and timing of these grants and aids 
are dependent upon economic conditions and moods of their suppliers. And not only this, 
such aids and loans carry with them high servicing charges and repayment obligations [Kaur 
& Batra, 1995] 
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In recent times the prospect of obtaining foreign loans and grants has not at all been 
encouraging. The long run repercussion of aid may often be harmful for the recipient country 
if such aid is not fruitfully employed. Dependence on foreign aid and loan to finance import 
requirements, even if available, can, at best be a temporary arrangement [Bhuiyan, 1982]. 
Export expansion is, therefore, the only course open to a developing country which can well 
be able to cope up with adverse balance of payment problem It may generate employment 
and create income for a given amount of capital and foreign exchange as compared to import 
replacement activities [Reza, 1981]. With pragmatic policies, as past experience of a number 
of countries suggests, it may be quite possible for individual countries to significantly increase 
their exports [Reza, 1981]. To sustain economic growth and simultaneously to reduce aid 
dependence, it is important for an LDC like Bangladesh to increase export earnings. 
Recognizing its importance, the Government of Bangladesh and the policy makers have given 
due attention in Five Year Plans to accelerate expansion of export earnings and official policies 
are also directed to that end. 
Bangladesh's exports are concentrated on both traditional and non-traditional items. 
The traditional items include jute and jute goods, tea, hides and skins. Non-traditional items 
include readymade garments, knitwear, shrimp, leather and leather products, fruits and 
vegetables, engineering products,chemical products,paper and allied products, handicrafts and 
other commodities. The share of traditional items in the total export earnings which was about 
93 per cent in 1977-78 dwindled to 11.56 per cent in 1995-96. On the other hand, the 
share of non-traditional items in the total export earnings which was about 7 per cent in 
1977-78 increased to 88.44 per cent in 1995-96 [EPB,1997]. What is remarkable about 
the export of traditional hems is that their volume as well as value declined to a great extent. 
In such circumstances, the increasing need for foreign exchange for the country's economic 
development can hardly be met out of the proceeds of traditional export alone. Jute and 
jute goods which accounted for nearly three fourth of exports in the past face several hindrances 
from the side of both domestic and external demand. The other major traditional export items 
tea and hides and skins also suffer domestic supply constraints. All these may lead one to 
conclude mat the long run prospects of our traditional exports in generating additional export 
earnings are not very encouraging. 
6 
It is on these counts that attempts should be under way to diversify our exports and 
find out new avenues of earning additional foreign exchange. Special attention should be given 
to those export items which have large foreign market and which have a highly elastic demand 
abroad both with respect to price and income. The non-traditional items which supposedly 
satisfy these requirements may play a positive role in generating additional export earnings. 
A number of primary products such as fruits, vegetables, spices etc., may have a good external 
market in the Middle East countries. A manufactured product knitwear has also got a good 
market in the European and American regions. Besides, Bangladesh is richly endowed with 
a large supply of cheap labour. Various kinds of handicrafts and handloom products which 
are highly labour intensive can be produced at a comparatively low cost. These products 
are known to have high demand in the developed countries. They may substantially help in 
raising export earnings if appropriate measures are taken in that direction. 
1.1 Non-traditional Items: Definitional Issues 
A glance through the country economic memoranda' on Bangladesh published by 
the World Bank in the past few years seems to suggest that the World Bank conforms to 
the conventional definition of'traditional' and 'non-traditional' exports - the one followed 
by the Export Promotion Bureau of the Government of Bangladesh [Sattar, 1993]. 
The conventional definition classifies as ' traditional'exports of Bangladesh, those items 
in its export basket that historically accounted for roughly 90% of her export earnings uptil 
1980s. Bangladesh was then essentially an exporter of primary products e.g., raw jute, tea, 
hides and skins and such processed products as jute manufactures, specially jute products, 
and leather goods. During the same period, such items as cotton textiles, frozen fish, newsprint, 
urea and extracts from oil and gas accounted for less than 10% of total exports. As such 
these were classified as non-traditional exports. In the 1980s, it is the latter that progressively 
became significant in the exports basket, and finally, led by garments, became the predominant 
exports of Bangladesh, outstripping the traditional items in the late 1980s. This conventional 
classification of exports as 'traditional'or 'non-traditional' will be referred to as the 'product' 
criteria - suggesting that historically predominant shares in the exports basket determine 
traditional exports [Sattar, 1993]. Therefore, non-traditional exports in a conventional sense 
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comprise those items which are relatively new in the exports basket of the country— other 
than those which historically comprised the bulk of the exports of the country. 
Following the 'market criteria'traditional exports are those which have relatively low 
foreign price and income elasticities of demand, and could, accordingly, be analoguous to 
"primary products". [Mahmood & Roy, 1994]. Based on "market criteria", non-traditional 
exports are those which have relatively high foreign income and price elasticities of demand, 
and face an infinitely elastic demand curve-satisfying the small country test [Sattar, quoted 
by Roy, 1993]. The small country test (infinite price elasticities, high income elasticities and 
minuscule market share in world exports) is satisfied by much of the exports that gained 
predominance in the 1980s, viz., readymade garments, frozen shrimps, frog legs, fish 
products,newsprint etc. [Sattar, 1993]. Non-traditional export product can be defined as a 
product which is a nascent one in the export field and has not been historically exported 
from the country and which possesses good export potentials in future [Jain, 1988]. 
From the foregoing discussion it can be concluded that except jute, jute goods, tea, 
and hides and skins, all other items are non-traditionaL Table 1.1 provides a breakdown of 
traditional and non-traditional exports of Bangladesh. 
Tablel.l : List of Traditional and Non-traditional Items 
Traditional Items Non-traditional Items 
1. Raw jute 1. Readymade garments 
2. Jute goods 2. 
3. Tea 3. Knitwear 
4. Hides and skins 4. Leather and leather products 
5. Fruits and vegetables 
6. Handicrafts 
7. Engineering products 
8. Chemical products 
9. Papper and allied products 
10. Naphtha,furaace oil and 
bitumen 
11. Specialised textiles and 
household linen 
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\2 Statement of the Problem 
Bangladesh's non-traditional exports show considerable changes to have undergone 
during the last one and half decades. In addition to a sizeable quantum jump, many new 
items have been added to the country's export basket. A discernible transformation has 
occurred in the country's exports from traditional items to non-traditional items. Bangladesh's 
non-traditional items have made dent into developed market economies. More than 85 per 
cent of Bangladesh's non-traditional exports are presently directed to the developed countries 
alone. The non-traditional export holds a place of overwhelming importance in the country's 
economy. It plays a pivotal role in the overall economic development of the country. As 
a recognition of its obvious significance and relevance to the economy of Bangladesh, 
Government has given special priority on the non-traditional exports in the Fourth Five Year 
Plan (1990-95), for creating employment opportunities, large scale production and reducing 
balance of payment deficits. 
The export trade of Bangladesh's non-traditional items has shown a monotonic rise 
from 1980-81 onwards, as is clearly reflected from the fact that during the year 1995-96 
the non-traditional products worth US $ 3433.72 million were exported from Bangladesh 
as against US$183.71 million in 1980-81. Although there are eleven major non-traditional 
items, as well as large group of other items, readymade garments, alone accounted for 56.76 
per cent of total non-traditional exports from Bangladesh in 1995-96. Of the remainder, the 
four important items are knitwear, shrimp, handicrafts and fruits and vegetables. These four 
items, individually, contributed 17.42 per cent, 7.88 per cent, 0.19 per cent and 0.52 per 
cent respectively to the total non-traditional exports from Bangladesh during the year 1995-
96. Taken together, these five items have accounted for 82.77 per cent and the last four 
items have accounted for 26.01 per cent of the total non-traditional exports from the country 
to the world market during the same period. 
On the whole, non-traditional exports from Bangladesh witnessed more than eighteen-
fold increase during 1980-81 and 1995-96 and recorded an average growth rate of 21.56 
per cent in the said period. 
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Notwithstanding all these changes and various measures taken by the Government 
to promote country's non-traditional exports, Bangladesh's performance in the international 
markets has remained very dismal. Even at the product level like products handicrafts and 
fruits and vegetables, Bangladesh's performance has remained abysmally poor. Our performance 
in the export markets is because of our failure to do proper marketing. In the coming years, 
the situation is likely to become much more critical with emergence of many new developing 
countries as non-traditional exporters. 
Despite the above situations, the facts and figures reveal that export prospects of 
Bangladesh's non-traditional items are bright and holds a future for the country. It can hardly 
be over-emphasised that if our exporters develop efficient marketing trials, they will contribute 
to the success of export drive. But the successful export drive largely depends on an efficient 
market structure. It, therefore, pre-supposes the existence of an efficient export marketing 
system. 
Against this backdrop, the need for a comprehensive and systematic study of 
Bangladesh's non-traditional items and their export marketing operations is imperative. The 
present study will certainly go a long way in making a significant contribution to the existing 
knowledge and understanding of the varied export marketing problems of the non-traditional 
items in Bangladesh. 
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REVIEW OF THE LITERATURE 
Literature review has been divided into two parts. First part comprises the review 
of general export studies and non-traditional export as a whole and second part covers the 
review of individual non-traditional product studies. Until now several studies have been done 
in the area of export but very few studies are there in the area of export marketing particularly 
non-traditional commodities covering the recent period. Whatever little has been attempted 
in this context is too scanty and wanting in many respects. 
2.1 Review of General Export Studies 
Alam [1974] conducted a study on problems of export financing in Bangladesh. The 
study attempted to focus on the problems of export firms located in Bangladesh in getting 
credit to finance their operations in the non-jute items export, but did not cover the other 
areas of export marketing of non-jute items. 
Rahman's [1976] study kept confine to some of the problems of minor export items 
and attempts have also been made to evaluate the probable measures from financial point 
of view without going into details of the whole problem. 
Rahman [1977] in his paper identified some measures to enable the exporters to 
play their part in boosting up country's export in general and non-traditional items in particular. 
With conceited efforts made by all concerned, there is possibility of iurther expansion of 
non-traditional items from Bangladesh, but it did not probe into the non-traditional export 
problems. 
Reza [1981] in his study indicated that uncertain world market, non-competitive nature 
of the industry, high unit cost of production are the major obstacles in the way of expanding 
export market for many products, but did not cover the non-traditional items except fish. 
Bhuiyan [1982] conducted a study on Non-traditional Export of Bangladesh and 
the study concentrated on the export performance and export prospects of non-traditional 
items without getting into the grip of export marketing problems. 
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Rahman's [1983] paper devoted to the study of structural characteristics and the 
pattern of change in the export trade of Bangladesh between the years from 1972-73 to 
1980-31. Examining different aspects author observed that Bangladesh export is dominated 
by jute items though in recent years the share of some non-traditional exports has increased. 
The study by Chowdhury [1984] concerned with the trend in export trade of 
developing countries and demonstrated that there is still plenty of scope for substantial increase 
of export in manufactured products which also warrant fundamental and efficient changes in 
the government policy measures, but did not mention the items of non-traditional manufactured 
products. 
Debnath [1984] identified that lack of project/product identification, absence of 
drversafication and development of export market, infrastructural difficulties are the main 
problems in the way of expansion of export of non-traditional items, but did not provide 
strategies to overcome such problems. 
Ali's [1986] study highlighted that inadequate institutional loan, inadequate transport, 
complex official system, lack of adequate statistics, instability in internal market price, 
misbehaviour of the middlemen were the main problems in export marketing. The author, 
however, did not make any attempt to find out export problems by type of products. 
Rab [1988] in his paper highlighted the export performance of Bangladesh and a 
brief outline of some export product lines particularly non-traditional items having potential 
of export growth, but he did not suggest measures to cure dismal export performance. 
Rahman [1990] focused in his study the structure of exports and the external terms 
of trade and indicated that the price of the primary commodities (except shrimp) fluctuated 
greatly creating costly discontinuities in foreign resource use and planning. Author suggested 
that the great potential in manufactured goods export must be tapped. This requires access 
into developed country markets which Bangladesh must negotiate both bilaterally and 
mulrJlateraliy. 
Shilpi [1990] in his study attempted to estimate disaggregated import and export 
demand functions for Bangladesh economy. In case of non-traditional items it has found that 
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income elasticity of export has positive sign, though its value is less than unity except for 
readymade garments, but the study did not touch the area of export marketing. 
Roy [1991] tried to analyse the Bangladesh export performance by Constant Market 
Share (CMS) model attributable to commodity composition, market distribution, 
competitiveness and world trade effects, but did not touch the core area of export marketing. 
Matin [1992] in his study observed that Bangladesh has been successful in diversifying 
her export from traditional to non-traditional and from primary to manufactured commodities 
and the dependence on jute goods for export earnings have lessened, but did not probe 
into the non-traditional export problems. 
Rahman [1993] observed that some structural changes have taken place in export 
composition (specially from traditional to non-traditional) of the country after independence. 
The structural changes in exports though slow are appreciable under the pursuit of economic 
development. To sustain this trend of structural change author recommended that more massive 
measures should be taken to increase the production of export commodities at low cost with 
high quality which possess potentialities for further expansion. 
Chowdhury [1993] in his paper stated that in the commodity composition of the 
exports as was the trend in growth rates of manufactured goods, capital goods and non-
traditional goods have grown by 10.1,15.7 and 19.35 percent respectively, during the period 
1977-78 to 1989-90. Author also observed that Bangladesh's overall export growth rate 
has grown faster than that of the world exports as well as that of the other developing countries, 
but did not prescribe concrete steps to further boost up export of non-traditional hems. 
Sattar's [1993] paper demonstrated that the economy of Bangladesh has undergone 
structural transformation in two significant areas: output and exports. The switch from the 
dependence on traditional to non-traditional exports offers tremendous gains to the economy: 
improved macroeconomic stability, higher output and employment, fuller and more economic 
utilization of capital stock, and the scope of reaping advantages from future world income 
growth etc., but did not delve deep and come forward suggesting remedial steps to overcome 
dismal performance. 
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Roy [1994] in a study tried to explore the capability of the private sector in the 
growth of exports and in carrying out some of the activities of public institutions for promoting 
of exports. The study focused that the garment sector is the only sector which grew totally 
under private initiatives from its very beginning and leather, frozen food (shrimp, fish) and 
knitwear products contributed a significant portion to the total export earnings which are all 
managed by private sector. Private sector also accounts for the growth of exports of the 
handicrafts, agricultural products and other potentially exportable non-traditional commodities. 
The study by Rahman [1994] indicated that India is our global competitor in garments, 
jute goods, shrimp and leather. India along with other SAARC countries would be one 
of the biggest markets for our potential export hems. It is also presumed that Sri Lanka 
is coming up to take this advantage, but did not prescribe concrete steps to increase the 
range of potential export items. 
Mahmood and Roy [1994] conducted a study regarding non-traditional exports and 
examined the performances of Bangladesh in terms of export promotion and identified two 
sets of factors responsible for the observed trend in non-traditional exports, viz., (a) factors 
exogenous to the economy and (b) factors underlying the supply situations of the respective 
products, and ignored the other elements of export marketing mix completely. 
Jalil [1995] identified that nonavailability of capital, lack of government assistance, 
lack of tax incentives are the domestic barriers to manufactured non-traditional export and 
different cultures, values, ascertained demand, price escalate due to import tax abroad, 
exchange rate fluctuation are the barriers faced in foreign markets, but did not suggest measures 
to cure export maladies. 
Saleh [1995] no doubt made a specific study on problems and prospects of some 
export oriented non-traditional items (like leather goods, ceramic products, hosiery goods, 
newsprint and handicrafts). The study also tried to focus on marketing mix relating to the 
selected non-traditional hems. But its findings and analyses are not adequate to understand 
the export marketing decision variables. The study did not touch the export marketing strategies 
to boost up non-traditional exports. 
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2.2 Review of Productwise Export Studies 
Despite a sound prospect to earn more foreign currencies through shrimp, knitwear, 
handicrafts and fresh fruits and vegetables, unfortunately, no serious study has so far been 
done on the export marketing of these products. 
The Export Promotion Bureau of Bangladesh [Undated] made a study covering 
the handling, processing, quality control of shrimp and export marketing in selected target 
markets but the study ignored the elements of export marketing mix completely. 
Cook and Schmidt [1979] study gave only the description of the production process 
of shrimp, the size and ownership of shrimp ponds in the coastal areas of Bangladesh. 
Omar [1980] in his study indicated that the traditional method of shrimp farming 
was more productive and profitable than capture fisheries. 
The study by Ahmed [1985] has thrown some light on the economics of coastal 
shrimp culture in a mixed farming system of Bangladesh, but it did not analyse the export 
prospects of coastal shrimp culture adequately. 
Islam [1985] mentioned about the conflicts between rice farming and shrimp culture 
that exist in Khulna and did not touch the issue of export possibilities of shrimp. 
Chowdhury [1988] made an economic analysis of coastal aquaculture. The finding 
showed that export prospect of shrimp cultivation in Bangladesh is very bright. 
Das [1989] through his study investigated the probable reasons for declining prices 
and demand of Bangladesh shrimp in the international market and tried to provide some relevant 
suggestions to boost up the export of shrimp, but did not suggest measures to overcome 
the export marketing problems. 
Wierckx [1992] an European expert, in his paper tried to locate the strengths and 
weaknesses of Bangladesh's shrimp in the international market, and did not provide guideline 
to overcome the weaknesses in the international market. 
Subhan [1992] in his paper identified that lack of adequate freezing plant, over 
fishing, lack of fry, lack of modern technology, no sound policy and sudden fall in the 
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international price of shrimp products were the hindrances of fishing sector in Bangladesh, 
but he did not come forward suggesting remedial steps to overcome the drawbacks. 
Nuruzzaman [1993] in his study addressed the issue of coastal environment and shrimp 
cultivation in Bangladesh, but did not outline the export prospect of coastal shrimps. 
Rahman [1993] indicated that despite ecological imbalance from shrimp cultivation, 
the export performance appeared to had been increasing at tremendous rate, but did not 
suggest measures to increase the shrimp exports. 
Chowdhury [1995] made a general study on problems and prospects of shrimp 
cultivation in Bangladesh and attempted to describe the world production, trade and prices 
of shrimp, but did not cover the key elements of export marketing. 
Alam [1995] conducted a study and pointed out that in order to make the shrimp 
industry most competitive and efficient, a number of measures had to be taken on priority 
basis. These are : (i) ensuring timely availability of adequate raw materials at competitive 
price (ii) adoption of improved methods and techniques of shrimp cultivation (hi) rehabilitation 
and reorganisation of the sick units development of infrastructural faculties (iv) introduction 
of proper leasing policy etc., but ignored the decision variables of export marketing mix 
absolutely. 
Bhuiyan and Bhattacharjee [1995] in their study tried to review the export 
performance and examined the problems and prospects of shrimp in Bangladesh. They pointed 
out that in the Asian setting its performance can only be compared with Pakistan and 
Sri Lanka. A protected recession in the USA and due to product characteristics in Japanese 
market the export performance of Bangladesh's shrimp has been gradually declining. Authors 
concluded that the abundant water, land and fry resources also placed Bangladesh in a unique 
position to produce cultured shrimp at production cost as low as compared to any country 
in the world, but the study ignored other elements of export marketing mix completely. 
Ah* and Warisuzzaman [1996] in their study evaluated the growth pattern of export 
of shrimp in Bangladesh. The study emphasised the various issues of importance in the export 
growth potential of this sector. Finally authors concluded that to increase export of shrimp, 
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it was necessary to step up production in the domestic front and take all possible efforts 
to secure orders from overseas, and strict quality control should be maintained to win 
competition in the international market, but ignored other elements of export marketing mix 
absolutely. 
The Export Promotion Bureau of Bangladesh [Undated] made a general study 
on the market profiles of knitwear products, but its findings could not be used as yardsticks 
in the solution of export marketing problems. 
Brook [1992] an international consultant on Export Product Development prepared 
a mission report on Production Considerations related to Export Product Development for 
Bangladesh Knitwear and concluded that even though the readymade garment industry as 
a whole had developed at a rapid rate in recent years, it still needed continuing support 
because there were still many obvious deficiencies which needed correcting, but he did not 
suggest specific measures to overcome the deficiencies. 
Another report was prepared by Borowiec [1992] an international consultant on 
knitwear aimed at the development of knitwear export of Bangladesh to target markets and 
development of more diversified export of Bangladesh to those markets, but did not touch 
the other area of export marketing of knitwear. 
Islam [1992] a national consultant on knitwear in his paper stated some regulatory 
or procedural constraints of the product group knitwear, but it too did not probe into the 
knitwear export marketing problems. 
In a study Chowdhury [1994] intended to look into the prospects of developing 
knit garment manufacturing industry in Bangladesh and identified that lack of quality yarn, 
lack of direct contact with the importers, disruption of power supply and time consuming 
custom formalities were the main bottlenecks of existing knit manufacturing units, but did not 
come forward with the specific suggestion to cure the export maladies. 
Anwar [1989] made a study on Handicrafts: Production-Marketing Interaction and 
reviewed the market potential of selected handicrafts and also highlighted the nature of 
employment, production capacity, socio-economic condition of the craftsmen, product pricing, 
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marketing channel, but its findings could not be used as yardsticks in the solution of export 
marketing problems. 
Like single product study of Anwar, Bhuiyan's [1992] study tried to review the 
export performance and focused on growth patterns of exports of handicraft prodcucts from 
Bangladesh. He concluded that further intensification of market promotion measures for 
expanding markets of handicraft products abroad might help create and increase the volume 
of exports, but the study did not probe into the handicraft export problems. 
Mahmood and Rahman [1994] conducted a study on Handicrafts and Export Led 
Growth: Problems and Prospects. They identified that lack of access of capital, inadequate 
infrastructural facilities, tariff and non-tariff barriers, lack of training and research facilities, low 
quality and standard were the main problems of handicraft exports, but the study could not 
be utilised fruitfully in solving problems of non-traditional export as a whole. 
Abed [1995] analysed the role of Government in the handicraft development and 
the institutional aspects of domestic marketing of handicraft products without getting into the 
grip of export marketing problems. 
Chowdhury's [1995] study of handicraft and his theoretical guidelines for the export 
marketing strategies, can not be utilized fruitfully in solving problems of Bangladesh handicraft 
products export as a whole. 
In a supply study of vegetables, Andaleeb [1980] focused and examined the supply 
side of vegetables from Bangladesh and identified that a major bottleneck was the existing 
state of productivity. The Middle East had been taken as the market for exporting vegetables 
because demand for vegetable was steadily rising in the market, but the markets other than 
the Middle East were not given attention in this study. 
International Trade Centre [1982] made a study on the production possibilities 
for selected fruits and vegetables in Bangladesh and their export to a number of Middle 
East countries. However, the study did not make any attempt to identify the export marketing 
problems. 
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Murugasu [1983] observed and studied the market characteristics and market access 
requirements in three selected target markets: United Kingdom, Dubai (UAE) & Qatar and 
Kenya for Bangladesh's fresh horticulture produce. The author concluded that there were 
prospects for expansion of horticultural produce from Bangladesh to these three markets, 
but Bangladesh had to take effective steps very early to enhance its competitiveness vis-
a-vis other suppliers and to expand its production base, but did not touch the export marketing 
issues. 
Haq's [1987] study was concerned with the demand estimation in international market 
and supply side of processed fruits and vegetables in Bangladesh, but did not cover the export 
marketing of fresh fruits and vegetables in Bangladesh. 
A project formulation survey report by the Engineering and Planning Consultants 
Ltd. [1993] outlined the existing position regarding exports of fruits and vegetable products 
from Bangladesh. The study focused on a scenario of exports from Bangladesh to Middle 
East, Singapore, Hong Kong. Japan, U.K. USA, and other European markets were being 
drawn, but no attempt was made to anlayse the competitiveness of these Bangladeshi products 
in these markets and did not touch the export marketing problems of fresh fruits and 
vegetables. 
Sunder [1994] in his terminal report opined that export potential of both fresh fruits 
and vegetables in principle were enormous and therefore all the effort should concentrate 
on making this product line as successful as the case with the export of readymade garments 
and knitwear in the past. He also tried to highlight the issue of product development of 
fresh fruits and vegetables in Bangladesh, but he did not cover the export marketing problems 
of fresh fruits and vegetables. 
Hasan [1994] in his study emphasised that increased production of vegetables 
especially export oriented varieties; efficient handling, grading and sorting, adequate 
transportation facilities, improved packing system, and reasonable air freight rates for 
vegetables were the main considerations for improving the vegetable marketing and export 
system, but in his paper no comprehensive attempt was taken to study fresh fruits export 
from Bangladesh. 
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Ahsan [1995] presented a paper in a seminar on Export of Fresh and Processed 
Vegetables from Bangladesh and outlined that specific period of demand in different countries, 
the winter months in Europe and North America, the freight rebates, the soft term loans 
for the growers of export villages and also for the exporters were some of the pre-requisites 
to boost up exports of fresh and processed vegetables. The demand for "organic produce" 
without use of chemical fertilizer or chemical pest control were some of the high demanding 
hems in world market, but did not suggest measures to cure export problem of vegetable 
exports. 
Ahsan [1995] prepared a terminal and strategy report on fresh fruits and vegetables. 
He suggested a few general strategies for export market development of fruits and vegetables, 
but these strategies can not be utilized fruitfully in solving problems of Bangladesh fresh fruits 
and vegetables export as a whole. 
2.3 Research Gap 
It is quite clear that the studies conducted so far in the field of Bangladesh non-
traditional exports and individual non-traditional exports have covered different aspects and 
are limited in number . Majority of these studies referred to were either related to export 
in general or about a particular commodity but none of them was specific in solving export 
marketing problems and little attempt has been made to study the export performance, problems 
and prospects, analysis of export marketing mix and export marketing strategies under the 
non-traditional commodities as a whole. Their findings did not reveal the export marketing 
effort. In view of the limitations of these studies and the development that have recently 
taken place at the national and international levels, the underlying reasons need to be explored 
as there remains a gap for making a study of the export marketing of non-traditional items, 
their problems and prospects, review of export performance, analysis of export marketing 
mix and formulation of export marketing strategies of major non-traditional items in Bangladesh. 
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RESEARCH DESIGN 
This study is concerned with export marketing and other interrelated issues 
of non-traditional exports in Bangladesh. The study is exploratory in its basic nature. But 
while analysing certain decision variables it is descriptive and suggestive as well. The known 
determinants of the subject under study are analysed in detail and in certain cases a causal 
relationship is also attempted to establish while in other unknown factors an exploratory 
approach has been adopted using mainly the informal primary sources of information. 
The overall design of the study follows the steps of setting objectives, developing 
hypothesis, defining scope and specifying methodology. These steps will be described in the 
same order in the following paragraphs. 
3.1 The Objectives 
The study has been undertaken with the following objectives : 
1. To review the export performance of major non-traditional kerns. 
2 To study Bangladesh's exports of major non-traditional items, vis-a-vis, world 
exports. 
3. To analyse the export marketing mix of major non-traditional items. 
4. To suggest export marketing strategies for expanding the market of 
Bangladeshi non-traditional export in the world. 
5. To identify the export marketing problems of major non-traditional hems. 
6. To analyse the future prospects of each major non-traditional item in the world 
markets. 
7. To offer suggestions and policy implications for improving the export marketing 
operations. 
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3.2 Hypothesis 
It is assumed that several of the policy decisions and strategic actions have 
been playing a key role in the export performance of Bangladesh in non-traditional 
items. The extent and kind of impact made by these factors is to be established. 
The broad hypothesis to be put on test in this study is to attribute the progress 
and performance of export marketing of Bangladeshi non-traditional items to the 
following factors : 
I Product attributes; 
II Fixing of prices; 
HI Distribution system; 
IV Promotional measures; and 
V Packaging. 
It is also hypothesised that some of the above factors are interrelated and 
interdependent. The research is expected to ascertain this. 
3.3 Scope of the Study 
The scope of the study is limited in terms of product, market and period 
coverage. The detail is as under : 
3.3.1 Product Coverage 
The list of non-traditional items covers a large number but only major items 
out of these have been studied. The following non-traditional commodities have been 
included within the scope of the study : 
1. Shrimp; 
2. Knitwear; 
3. Handicrafts; and 
4. Fresh Fruits and Vegetables. 
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These items have been selected and studied because they account for a sizeable 
share of export trade in non-traditional items of Bangladesh. Readymade garments 
(RMG), a major non-traditional item has not been included in this study, because 
lot of works have already been done in this area. 
3.3.2 Market Coverage 
The scope of the study has been restricted to the following market economies 
because these countries account for a sizeable portion of non-traditional 
commodities imports from Bangladesh: 
European 
Countries 
America Oceania Middle East Asia 
1. Germany 
2. France 
3. Netherlands 
4. Belgium 
5. U. K. 
6. Italy 
7. Spain 
8. Denmark 
9. Greece 
10. Ireland 
11. Sweden 
12. Switzerland 
13. Austria 
1. U.S.A 
2. Canada 
1. Australia 
2. Newzealand 
1. 
2. 
3. 
4. 
5. 
6. 
Saudi Arabia 
U.A.E. 
Kuwait 
Qatar 
Oman 
Bahrain 
1. 
2. 
3. 
Japan 
South 
Korea 
Singapore 
As far as possible, analysis in this study has been made on the basis of above 
market coverage. 
3.3.3 Period Coverage 
This study basically pertains to a period of 16 years starting from 1980-81 
and ending with the year 1995-96. Such a long time span has been chosen so as 
to ascertain the changes in the non-traditional exports of Bangladesh during this period. 
In case of knitwear products the period has been covered from 1989-90 to 1995-
96, because knitwear exports has been started since 1989-90. 
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An attempt has also been made to include the latest information wherever 
available. At certain places a shorter time period has been used on account of non-
availability of data on comparable basis or in a complete form for the entire period 
under study. However, these inhibiting factors have not been allowed to affect the 
overall findings of the study. 
3.4 Methodology 
The present study is based on certain objectives as mentioned earlier. In the 
light of these objectives the techniques of investigation to be adopted, tools to be 
used and the pattern of statistical analysis to be followed are to be determined. Both 
the descriptive and analytical techniques have been used in the course of study. 
3.4.1 The Approach 
With a view to achieving the objectives of the study and testing the hypothesis 
both primary and secondary data have been used. However, the major reliance is 
on secondary data and published and unpublished material available both at national 
and international level. The data has been culled out from research reports, market 
research surveys, feasibility studies, seminar papers, journals, bulletins and specialised 
studies made by private as well as semi government and governmental bodies. The 
books, annual reports, directories and statistical year books were consulted to 
supplement the available information. 
3.4.2 Data Sources and Method of Collection 
The necessary quantitative and qualitative information has been obtained from 
the secondary sources at both national and international level. The main sources are: 
3.4.2.1 National Level 
Ministry of Commerce (MOC), Dhaka, Bangladesh 
Ministry of Finance (MOF), Dhaka, Bangladesh 
Planning Commission (PC), Dhaka, Bangladesh 
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Export Promotion Bureau (EPB), Dhaka, Bangladesh 
Bangladesh Bureau of Statistics (BBS) 
Bangladesh Bank (BB) 
The Federation of Bangladesh Chambers of Commerce and Industry (FBCCI) 
Dhaka Chamber of Commerce and Industry (DCCI) 
Bangladesh Frozen Foods Exporters Association (BFFEA) 
Bangladesh Hosiery Exporters Association (BHEA) 
Bangladesh Garments Manufacturers and Exporters Association (BGMEA) 
Bangladesh Handicrafts Manufacturers and Exporters Association (BNGLACRAFT) 
Bangladesh Fruits, Vegetables and Allied Foods Exporters Association 
Bangladesh Small and Cottage Industries Corporation (BSCIC) 
Bangladesh Export Processing Zones Authority (BEPZA) 
Trading Corporation of Bangladesh (TCB) 
3.4.2.2 International Level 
International Trade Centre (ITC) 
United Nations Conference on Trade and Development (UNCTAD) 
General Agreement on Tariffs and Trade (GATT) 
European Union (EU) 
United Nations Development Programme (UNDP) 
Food and Agriculture Organisation (FAO) 
United Nations (UN) 
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Centre for the Promotion of Imports from Developing Countries (CBI) 
Indian Institute of Foreign Trade (IIFT); and 
World Bank. 
Besides these secondary sources, some first-hand information has also been 
collected from the primary sources through in-depth interviews and discussions with 
the exporters, entrepreneurs, experts, high ranking officials of Export Promotion 
Bureau and other governmental agencies. The discussions with them proved helpful 
and some relevant suggestions were very appreciative which have been duly 
incorporated at appropriate places. Infact all these primary sources of data were 
tapped only to fill the gap in secondary data. 
3.4.3 Analysis of Data 
Wherever necessary, various statistical measures and techniques such as share 
calculations, growth rates, averages, coefficient of variation, coefficient of correlation, 
coefficient of determination have been applied for the analysis and interpretation of 
data. F-test and t-test have been applied to ascertain the reliability of results. Durbin-
Watson test has also been applied to determine the auto-correlation within the 
variables. 
3.5 Synoptic View of the Study 
The study is divided into nine chapters. The first chapter provides an 
information covering the country's economic situation and the role of exports in the 
economic development. This chapter also covers the definitional issues of non-
traditional items and the problem statement. 
The second chapter is concerned with the thorough review of the existing 
literature of general exports studies, particularly non-traditional as well as individual 
non-traditional product studies. 
The following chapter deals with the objectives, hypothesis, scope of the study 
and methodology used in the study. 
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The fourth chapter provides an overview of the structure and changing growth 
pattern of non-traditional exports during a period of last one and half decades. This 
chapter also deals with the product concentration of non-traditional items and the 
composition and direction of non-traditional items. 
Export marketing of shrimp, knitwear, handicrafts and fresh fruits and 
vegetables have been discussed in chapter five, six, seven and eight respectively. In 
these chapters, export performance, world exports and Bangladesh's share, regionwise 
analysis, countrywise analysis, export marketing mix analysis, export marketing 
strategies, export policy and incentives, marketing constraints at domestic and 
international level, future market prospects and recommendations have been 
presented. 
Finally, the last chapter contains the conclusions, suggestions and policy 
implications and a direction for the further study. 
3.6 Limitations of the Study 
The data related to export marketing have not been gathered in a truly scientific 
specifications. Therefore, the present study should not be considered as a mathematically 
accurate measure of the problem studied. Findings might be verified and tested through 
further conclusive investigations. The main limitations of the present study are : 
1. It was difficult to collect all the necessary data from grass-root level Although 
the researcher tried his level best but the latest information especially on world 
production, world consumption and world demand could not be obtained. 
2. Different sources of information give different data, hence there was no 
uniformity in the data. 
3. As far as the scope of study is concerned, the study has covered only selected 
products and selected aspects of export marketing in the present scenario. 
Given the scope of the study a broader treatment of every aspect of export 
marketing of selected non-traditional items was not possible. 
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4. Most of the export units neither publish the information nor do they allow 
the outsiders get an access to their records, internal workings etc. on the 
pretext of maintaining secrecy. This restricts the data availability. 
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EXPORTS OF NON-TRADITIONAL ITEMS FROM 
BANGLADESH: AN OVERVIEW 
4.1 Level and Trends in Export Earnings: Traditional and Non-traditional 
Items 
The export trends of recent years especially of non-traditional items and the emergence 
of some new export products and their rapid growth are indeed encouraging and would 
warrant some justifiable optimism in the future of the export trade of Bangladesh [Rab, 1988]. 
The export sector in Bangladesh depicted a relatively slow growth during the post liberation 
period and a faster rise during 1980-81 to 1995-96. There was a significant transformation 
in the structure of export sector from primary products to manufactured products and from 
traditional exports to non-traditional exports during the post liberation period. This trend is 
in line with other developing countries of Asia where trade liberalisation was attempted in 
efforts to augment export receipts and diversify the export base. It may be pointed out that 
many Least Developed Countries witnessed decline in their share in world trade and output 
during early eighties because of their continued dependence on primary commodities as export 
items and for lack of diversification in export trade. 
Compared to the overall economy the export sector of the country has performed 
most favourably during the past decade. The total export earnings of the country which was 
US$ 709.85 million in 1980-81 stood at US $ 3882.42 million in 1995-96. This provides 
an average annual increment of 29.80 per cent. Moreover, the rate of growm of export earnings 
has been much higher during the later half of eighties as compared to the earlier half During 
the first half of eighties export earnings of the country increased by around US $ 110 million. 
The increment during the later half was more than US $ 1 billion registering an annual growth 
rate of around 28 per cent [Mahmood & Roy, 1994]. 
The performance of the export sector of Bangladesh would appear to be quite 
satisfactory during the period 1980-93 when compared to our neighbouring countries. It 
may be mentioned that the average annual growth rate of exports was 7 per cent in India, 
10.1 per cent in Pakistan, and 7.3 per cent in Sri Lanka during the aforesaid period as 
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compared to 9.8 per cent in Bangladesh [ Ahmed & Khan, 1996]. 
The level of non-traditional exports from the country increased from US $ 183.71 
million in 1980-81 to US $ 3433.72 million in 1995-96. This shows over an eighteen-
fold increase in value of non-traditional exports in 16 years period. Moreover, the relative 
share of non-traditional exports as of total also increased most significantly during the study 
period. Non-traditional exports comprised more than one fourth (25.88 per cent) of total 
export of the country as onl980-81. This rose to 88.44 per cent of total export earnings 
in 1995-96. Table 4.1 indicates export earnings of traditional and non-traditional items with 
their percentage share from FY 1980-81 to FY 1995-96. 
As can be observed from Table 4.1, the earnings for the non-traditional items show 
a monotonic rise over the years with a distinct decline in the share of traditional hems. Table 
4.1 depicts that the contribution of traditional items of exports to total export earnings declined 
sharply from 74.12 percent in 1980-81 to 25.15 percent in 1990-91 and further to 11.56 
percent in 1995-96. The contribution of non-traditional exports to total export earnings 
increased markedly during this period. The share of non-traditional exports increased from 
25.88 per cent in 1980-81 to 74.85 per cent in 1990-91 and further to 88.44 per cent 
in 1995-96. The graph 4.1 portrays the progressively increasing share of non-traditional exports 
in the exports basket with a correspondingly declining share of traditional exports. The annual 
compound rate of growth of the traditional items during 1980-81 to 1995-96 stood (-)1.06 
per cent while that for non-traditional items, the growth rate was 21.56 per cent. The US 
dollar value of total exports increased at the rate of 11.99 per cent. One thus gets convinced 
that Bangladesh has achieved significant success in the field of non-traditional exports during 
the reference period. 
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Table 4.1: Export Values of Traditional and Non-traditional Items and their 
Percentage of Share 
Value in Million US $ 
Fiscal Year 
1980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
Growth Rate (Annual) 
Total Export 
709.85 
625.89 
686.60 
811.00 
934.43 
819.21 
1076.61 
1231.20 
1291.56 
1523.70 
1717.55 
1993.92 
2382.89 
2533.90 
3472.56 
3882.42 
11.99 
Traditional 
Items 
526.14 
(74.12) 
430.87 
(71.68) 
473.69 
(68.99) 
541.44 
(66.76) 
599.90 
(64.20) 
447.84 
(54.67) 
435.54 
(40.45) 
420.65 
(34.17) 
416.78 
(32.27) 
491.61 
(32.26) 
431.99 
(25.15) 
411.19 
(20.62) 
399.36 
(16.76) 
367.05 
(14.49) 
422.62 
(12.17) 
448.70 
(11.56) 
(-)1.06 
NOB-traditional 
Items 
183.71 
(25.88) 
195.02 
(28.32) 
212.90 
(31.01) 
269.56 
(33.24) 
334.53 
(35.80) 
371.37 
(45.33) 
641.07 
(59.55) 
810.55 
(65.83) 
874.78 
(67.73) 
1032.09 
(67.74) 
1285.56 
(74.85) 
1582.73 
(79.38) 
1983.53 
(83.24) 
2166.85 
(85.51) 
3049.94 
(87.83) 
3433.72 
(88.44) 
21.56 
Source: 1. Bangladesh Export Statistics,Various Issues, EPB. 
2. Bangladesh Economic Survey, Various Issues. MOF. 
Note Figures in the parenthesis indicate percentage share of total 
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4.2 Contribution of Non-traditional Exports (NTX) to the 
Country's GDP 
Table 4.2 provides information on yearwise contribution of NTX to GDP at current 
market prices. Contribution of NTX to the country's GDP at current market prices has 
been observed to be increasing from 1.29 percent in 1980-81 to 5.5 per cent in 1990-
91 amd further to 10.78 per cent in 1995-96. The ratio of the NTX to the country's GDP 
has increased by more than 8 times between the period 1980-81 and 1995-96. 
Table 4.2 Contribution of Non-traditional Exports to the Country's GDP 
Year 
1980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
GDP at Current 
Market Prices 
(Million US $ ) 
14233.27 
12905.58 
12360.88 
14134.56 
15675.39 
15598.09 
17603.69 
19114.47 
20404.95 
22404.95 
23385.43 
23761.52 
24218.09 
25886.60 
29111.00 
31860.00 
Non-traditional 
Exports 
(Million US $) 
183.71 
196.83 
212.91 
269.56 
334.53 
371.37 
641.07 
810.55 
874.78 
1032.09 
1285.56 
1582.73 
1983.53 
2166.85 
3049.94 
3433.72 
Contribution of NTX 
to GDP at Current 
Market Prices 
1.29 
1.53 
1.72 
1.91 
2.13 
2.38 
3.49 
4.24 
4.26 
4.61 
5.50 
6.66 
8.19 
8.37 
10.48 
10.78 
Source: 1. Bangladesh Recent Economic Developments and Priority Reform Agenda for Rapid Growth, 
Report No 13875-BD, World Bank, March 16, 1995. 
2. Bangladesh Export Statistics, Various Issues, EPB. 
3. Souvenir on Eighth Meeting of Bangladesh-Japan Joint Committee for Commercial and Economic 
Cooperation, FBCCI, Dhaka, November 09, 1996. 
43 
4J Composition of Exports 
Before independence and the period afterwards, Bangladesh's exports were primarily 
composed of raw jute, jute manufactures, leather, fish and tea. Exports were highly concentrated 
in these few hems. The above five items made up together 97 percent of Bangladesh's entire 
exports in 1972-75, and jute items alone comprised 86 percent of all exports. By the beginning 
of the eighties some changes had taken place with the result that during the period 1976-
82 the share of the five traditional items was down to 89 percent with jute items slipping 
back to 68 percent [Nath, 1995]. 
Radical change in the export structure occurred in the eighties, when readymade 
garments and frozen food received a tremendous impetus. By 1995-96 readymade garments, 
an entirely new Hem, accounted for a remarkable 50.20 percent of all exports while once 
dominant, share of jute items had shrunk to 10.81 per cent of total exports. It is evident 
that although the dependence on jute as a source of export earnings is a story of the past, 
however exports are still highly concentrated. 
4.4 Commodity Composition of Non-traditional Exports 
In Table 4.3 a disaggregated picture of the non-traditional exports is presented in 
US dollar. It can be seen that during the last sixteen years some new products have emerged 
as export earners. These include, besides readymade garments, knitwear, shrimp, fruits and 
vegetables, specialised textiles and engineering products. In terms of size of export and growth, 
the relatively and potentially important items are knitwear, shrimp, fruits and vegetables and 
engineering products. There have also been sizeable exports of such items as chemical products, 
naphtha, furnace oil and bitumen. But these items may not be considered as dynamically 
important export hems for various reasons. 
Table 4.4 depicts that few major commodities account for the bulk of the non-traditional 
exports of the country. This includes such items as readymade garments, knitwear, shrimp, 
leather and leather products, fruits and vegetables, chemical products and handicrafts. 
Readymade garments alone accounts for 50.2 per cent of the total export earnings of the 
country as in 1995-96. Export earnings from knitwear products increased from US $ 14.84 
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million in 1989-90 to US $ 598.32 million in 1995-96. This is equivalent to 15.40 per cent 
of total export earnings of the country. Similarly, the export of shrimp increased from US 
$ 33.63 million in 1980-81 to US $ 270.51 million in 1995-96. This is equivalent to 6.97 
per cent of the country's total exports as in 1995-96. 
The significance of these individual commodities in the non-traditional export basket 
would seem most paramount. Table 4.4 also demonstrates that readymade garments alone 
account for 56.76 per cent of non-traditional exports of the country; knitwear products for 
17.42 per cent during the year 1995-96. Shrimp contributes for another 7.88 per cent of 
total non-traditional exports. Other important non-traditional export Herns such as leather and 
leather products, fruits and vegetables, handicrafts, chemical products and engineering products 
contribute for 7.02 per cent, 0.52 per cent, 0.19 per cent, 2.87 percent and 0.44 per cent 
respectively of total non-traditional exports of the country. Together these items account for 
93.1 per cent of total non-traditional exports in 1995-96 period. It should however be noted 
that non-traditional exports such as garments are footloose, and that in the case of garments 
three fourths of earnings are absorbed by the importation of inputs [Nath,1995]. 
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Table 4.4: Percentage Share of Major Non-traditional Items in Total Exports 
from Bangladesh 1980-81, 1990-91 and 1995-96 
(Calculated from Dollar Values) 
Major Non-traditional Items 
Total Exports 
Total Non-traditional Exports 
Readymade garments 
Knitwear 
Shrimp 
Leather and leather goods 
Chemical products 
Handicrafts 
Fruits & vegetables 
Engineering products 
Naphtha, furnace oil & bitumen 
Specialised textiles and 
hold linen 
Others 
1980-81 
100.00 
(100.00) 
0.46 (1.76) 
— 
4.74 (18.31) 
7.99 (30.86) 
1.52 (1.88) 
0.49 (1.88) 
0.14 (0.56) 
-
6.78(26.18) 
0.09 (0.36) 
77.79 (14.21) 
1990-91 
100.00 
(100.00) 
1995-96 
100.00 
(100.00) 
42.83 (57.22) 50.20 (56.76) 
7.64 (10.21) 
7.45 (9.95) 
7.98 (10.67) 
2.31 (0.40) 
0.30 (0.40) 
0.33 (0.44) 
0.36 (0.48) 
1.89 (2.52) 
1.35 (1.80) 
27.56 (3.22) 
15.40 (17.42) 
6.97 (7.88) 
6.21 (7.02) 
2.54 (0.19) 
0.17 (0.19) 
0.46 (0.52) 
0.39 (0.44) 
0.28 (0.32) 
1.06 (1.20) 
16.32 (5.38) 
Note: Figures in the parenthesis indicate percentage share of non-traditional items in total 
non-traditional exports. 
4.5 Growth Patterns of Non-traditional Items 
The various exportable commodities which comprise the bulk of non-traditional exports 
of the country demonstrate diverse growth patterns over time. As shown in Table 4.5, major 
non-traditional commodities, which demonstrate a relatively moderate growth patterns in recent 
years — annual compound growth rate, are knitwear, fruits and vegetables, readymade 
garments, chemical products, engineering products and shrimp. During the period 1990-91 
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to 1995-96, knitwear products demonstrated an annual compound growth rate of 35.46 
per cent; Suits and vegetables 25.89 per cent and shrimp 16.61 per cent. Export ofhandicrafts 
exhibited a declining growth (4.32 per cent) in recent years. The export growth of knitwear 
products in FY 1992-93 and FY 1995-96 had an extra ordinary buoyancy ranging from 
29.1 to 85.17 per cent but the product group has significantly increased its relative share 
in total exports from 8.58 per cent in FY1992-93 to some 15.40 per cent in FY 1995-
96. This product appears to be the only export category where a significant increase in relative 
importance in overall export composition has occurred. 
Table 4.5: Annual Compound Growth Rates (in per cent) of Non-traditional 
Exportable Commodities 
(Calculated from Dollar Values) 
Commodities 
Readymade garments 
Knitwear 
Shrimp 
Leather & leather goods 
Chemical products 
Handicrafts 
Fruits and Vegetables 
Engineering products 
Naphtha, furnace oil & bitumen 
Specialised textiles & household linen 
1980-81 
to 
1985-86 
109.69 
— 
21.96 
1.38 
(-)12.70 
(-)10.93 
70.47 
118.67 
(-)19.01 
(-)13.51 
1985-86 
to 
1990-91 
41.11 
92.59* 
7.19 
17.69 
48.13 
21.84 
(-)17.21 
30.27 
14.13 
135.53 
1990-91 
to 
1995-96 
21.51 
35.46 
16.61 
11.95 
19.89 
4.32 
25.89 
19.32 
(-)19.63 
12.21 
*1989-90 to 1994-95 
Source : Authors's own calculations 
4.6 Product Concentration of Non-traditional Items 
An investigation of non-traditional products from Bangladesh as encapsulated in Table 
4.6 depicts that exports of selected non-traditional items are subject to extreme volatility 
over the period 1980-81 and 1995-96. 
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Table 4.6 : Coefficient of Variation, Coefficient of Correlation, and Coefficient 
of Determination for Selected Non-traditional Items from Bangladesh 
(1980-81 to 1995-96) 
Variable Men Standard CMffldnt CMffldeat C.effkleat Adjuted Vahc D.W. 
Devtatin •fVariatiti . f Cwnlatki af DcteratortiM R2 ff 
(SJ).) (COV) « (R2) Y 
(%> 
Shrimp 
Knitwear 
Handicrafts 
Fruits 
Vegetables 
123.89 
246.41 
4.46 
0.87 
7.80 
67.00 
181.55 
1.98 
0.84 
4.98 
54.08 
73.68 
44.39 
96.55 
63.85 
+0.964 
+0.905 
+0.822 
+0.922 
+0.650 
+0.930 
+0.820 
+0.675 
0.851 
+0.422 
0.925 
0.784 
0.652 
0.841 
0.381 
13.72* 
4.77* 
5.40* 
8.97* 
3.20** 
0.709 
2.093 
1.203 
1.407 
0.452 
* P<01 D.W. means Durbin-Watson Test. 
** P <05 
Source: Calculated on the basis of the information given in Appendix-I. 
Note: The critical (tabulated) lower and upper value of the D.W. statistic (for one tail test) at 5 
per cent level of significance for a set of 16 observations are as follows: 
— One explanatory variable, 0^ = 1.10 and 0^=1.37. 
The decision rule is that if d ^ , there is positive auto-correlation; if d>dp, there is no positive 
auto-correlation; and if dL<d<du , the test is inconclusive. Here d pertains to the computed 
value of the D.W. statistics. 
Table 4.6 reveals that export found wide fluctuations due to the variation of different 
products. Coefficient of variation of different products export exhibit that fruits were in a 
state of fluctuations by 96.55 per cent followed by knitwear products 73.68 per cent as 
compared to variation in vegetables, shrimp and handicrafts by 63.85, 54.08 and 44.39 per 
cent respectively. Table 4.6 further reveals that shrimp, knitwear, handicrafts and fruits have 
significant relation (P<.01) with total exports. The higher value of coefficient of correlation 
(r) = 0.964 and coefficient of determination (R2) = 0.930 indicates that there is strong positive 
relationship between 'shrimp exports' and 'total exports' followed by vegetables, the 
coefficient of which is also statistically significant (P<.05). Durbin-Watson test explains the 
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auto-correlation within the independent variables. D.W. test also supports the findings of the 
estimated equations Le. there is no auto-correlation within the variables of knitwear and fruits, 
but shrimp and vegetables have a positive auto-correlation. On the other hand the test is 
inconclusive in case of handicrafts. 
The analysis in the preceeding paragraph reveals that exports have increased 
substantially with major expansion occurring in shrimp, knitwear, handicrafts and fruits and 
vegetables. The concentration on knitwear and shrimp have still continued to be very high 
while as it is low in other non-traditional items. Therefore, to actualise the immense export 
growth potential in the non-traditional sector, more organised, intensive as well as extensive 
marketing efforts need to be launched. 
4.7 Direction of Non-traditional Exports 
In Table 4.7 and 4.8, Bangladesh's overall exports to different regions are shown 
over time. Table 4.7 shows that Bangladesh is becoming increasingly dependent on the 
developed economies for her exports. These countries accounted for 34.78 per cent of 
country's exports in 1980-81. This went up to 85.17 per cent in 1995-96. Table 4.8 reveals 
that the Bangladesh's overall export growth rate to these countries has grown faster than 
that of the other developing countries. During 1980-81 to 1995-96, Bangladesh's exports 
have achieved a growth rate of 11.99 per cent as against the developing countries growth 
of 2.17 per cent. It is also evident that, during the same period, Bangladesh's exports to 
developed countries have grown much faster (18.89 per cent annually) than those to the 
developing countries (including SAARC countries, 2.17 per cent annually). Bangladesh's 
exports to the SAARC countries demonstrate a low growth rate (2.03 per cent annually) 
during the same period. During the period 1980-81 to 1987-88 the growth rate was 
(-)8.38 per cent. 
Among the developed economies few countries would dominate the export trade of 
the country. Based on 1990-91 and 1995-96 data a list of major importers of Bangladesh's 
exports include such countries as USA, UK, Germany, France, Italy, Netherlands, Belgium 
and Japan (Table 4.9). USA stands by far the most important importer of Bangladesh's exports 
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and accounts for 30.85 percent of total export and 34.05 per cent of the non-traditional 
exports of Bangladesh as in 1995-96. The EU countries together imported 45.40 per cent 
of the country's export and 48 per cent of the non-traditional exports during the same year. 
On the contrary, Japan accounts for only 3.11 per cent of both total exports and non-traditional 
exports during the period 1995-96. 
Table 4.7 : Share of Exports from Bangladesh to Major Economic Regions (%) 
(Calculated from Dollar Values) 
Period Developed Countries Developing Countries 
1980-81 
1982-83 
1984-85 
1986-87 
1988-89 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
34.78 
49.70 
54.55 
68.24 
68.74 
77.95 
81.03 
79.87 
82.26 
85.41 
85.17 
55.18 
44.60 
41.30 
26.62 
25.70 
18.98 
17.14 
18.41 
15.92 
16.20 
13.92 
Source: Bangladesh Export Statistics, Various Issues, EPB. 
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Table 4.8 : Trend Growth Rate of Exports from Bangladesh to Different 
Regions (1980-81 to 1995-96) 
(Calculated from Dollar Values) 
Region Growth Rate (%) 
Export from Bangladesh 
To Developed Economies 
To Developing Countries 
(including SAARC Countries) 
To the SAARC Countries 
Bangladesh Exports 
18.89 
2.17 
2.03 
11.99 
Source: 1. Bangladesh Export Statistics , Various Issues, EPB. 
2. Yearbook of International Trade Statistics, Various Issues, UN. 
Table 4.9 : Non-traditional Exports to the Major Countries and their Percentage 
of Share 
Value in Million US $ 
Year(s) 
Major Countnes-
1MM1 1995-96 
,NTX of the Country Percentage of NTX NTX of the Country Percentage of NTX 
USA 
UK 
Germany 
France 
Italy 
Netherlands 
Belgium 
Japan 
Canada 
Australia 
470.59 
(92.77) 
113.70 
(83.05) 
149.23 
(90.49) 
84.67 
(98.00) 
112.16 
(96.74) 
54.98 
(88.88) 
45.43 
(54.38) 
29.98 
(72.66) 
27.51 
(90.94) 
2.64 
(10.99) 
36.61 
8.84 
11.61 
6.59 
8.72 
4.28 
3.53 
2.33 
2.14 
0.21 
1169.40 
(97.65) 
397.79 
(95.23) 
362.35 
(98.15) 
270.68 
(99.19) 
204.02 
(98.51) 
176.97 
(96.59) 
120.17 
(64.29) 
106.75 
(88.37) 
67.04 
(97.03) 
7.94 
(33.94) 
34.05 
11.58 
10.55 
7.88 
5.94 
5.15 
3.50 
3.11 
1.95 
0.23 
Others 
Total 
194.67 
1285.56 
15.14 
100.00 
550.61 
3433.72 
16.06 
100.00 
Source: Bangladesh Export Statistics. 1990-91 and 1995-96, EPB. 
Note: Figures in the parenthesis indicate percentage share of NTX of the total exports to the respective 
country. 
52 
The share of Bangladesh's non-traditional exports to the major markets was 83.94 
per cent in 1995-96. The important potential markets for the Bangladesh's non-traditional 
items have been found to be Canada, Australia, Newzealand, Sweden, Switzerland, Norway, 
Singapore, UAE, Saudi Arabia, Kuwait, Qatar, Bahrain and Oman. Countrywise analysis has 
been shown in respective product chapter. 
Of the total exports going to USA in 1995-96, 97.65 per cent of it comprise of 
non-traditional exports. Among the non-traditional items, 73.51 per cent comprised of 
readymade garments, 10.14 per cent knitwear, 6.25 per cent shrimp and only 0.13 per cent 
handicrafts. Most of the exports to the EU countries comprise also of readymade garments 
and knitwear. 27.53 per cent of the exports to UK in 1995-96 comprised of knitwear; 29.24 
per cent and 6.84 per cent of the exports to Germany in that year comprised of knitwear 
and shrimp respectively; 33.13 per cent, 10.72 per cent and 0.18 per cent to the Netherlands 
of knitwear, shrimp and handicrafts; 28.36 per cent to France of knitwear and 56.51 per 
cent of exports to Japan of shrimp. From the foregoing analysis it is clear that the bulk of 
the exports to the developed market economies comprise of non-traditional hems. 
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EXPORT MARKETING OF SHRIMP 
5.1 Fisheries in Brief 
Bangladesh emerged as an independent state in 1971 through the great war of 
liberation. It is blessed with the vast water resources, both inland and marine, which are 
in conformity with the natural habit of shell fish and fin fish. The fisheries resources of Bangladesh 
are among the richest in the region. Very few countries of comparable size, physiography 
and climate, enjoy such immense fisheries potential as Bangladesh does. Fish is our main 
source of animal protein and plays a significant role in our national economy. Its contribution 
to our socio-economic structure in terms of nutrition, income, employment, poverty alleviation 
and foreign exchange earning is very important. 
The country is honey-combed by innumerable rivers, tributaries, canals, lakes ox-
bow lakes (boars), land depressions (haors) and huge flood-plains during the monsoon. It 
has about 1.03mha. of riverine and estuarine fisheries, 0.114mha. of haor (land depressions) 
fisheries, 68,800 ha. of lake fisheries and 2.83mha of flood-lands thus totalling 4.047 mha. 
of capture fishery and about 272,378 ha. of closed water fishery including 146,590 ha. of 
ponds (1.30m Nos.), 5,488 ha. of oxbow lakes (baors) and over 120,000 ha. of shrimp 
culture farms. Besides, the 480 km long coast line also offers an excellent fisheries resources 
in its territorial, offshore and EEZ waters. [Hussain, 1994]. 
5.2. Shrimp 
Trapping and growing of brackish water shrimp in the tidal channels and a low lying 
intertidal coastal areas of old Khulna District (Bagerhat Areas) is an age-old practice in 
Bangladesh. With the construction of coastal embankments during 1960s to create polders 
for rice production, the above practice was temporarily interrupted. After independence of 
Bangladesh, as a result of increasing demand and high prices in international markets, brackish 
water culture shrimp production in the country started mainly for exports. This new type of 
farming got its momentum, particularly, between late 1970s to early 1980s. [EPC, 1993]. 
Shrimp culture has already become a major export earning activity in Bangladesh. The 
Government is now contemplating of embarking on semi-intensifying the culture in order to 
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improve the export earnings from this sub-sector by three to four times [Rahman, et al., 
1995]. In the fisheries sub-sector shrimp plays a pivotal role in the economy of Bangladesh 
both in terms of foreign exchange earnings and employment opportunities. Total foreign 
exchange earnings from shrimp increased from US $ 2.91 million during 1972-73 to US 
$ 270.51 million during 1995-96. About 1.20 million people are directly or indirectly dependent 
on fishing. Among them nearly 200,000 people are directly employed in shrimp cultivation, 
fry collection, harvesting, processing and marketing. 
5.3 The Production 
Bangladesh has a very bright prospect of shrimp cultivation. In Bangladesh both area 
smd production in shrimp farming are very low compared to that of other shrimp exporting 
countries. At present there are 122,343 hectare of land in the coastal areas under shrimp 
cultivation. In view of the importance of this sector, the Government has given priority to 
ihe development of shrimp culture. Country's first public sector shrimp culture project, initiated 
through joint efforts of the government, World Bank and UNDP in the coastal areas was 
to be a trend-setter in boosting shrimp culture technology. 
Yield of farm shrimp in Bangladesh varies from 60 kg to 100kg, per hectare per 
year to 180kg to 225kg per hectare per year. In India the total annual production of shrimp 
is 1.70 lakh tons and in Pakistan it is about 1.60 lakh tons, whereas in our country it is 
only 26,000 tons annually [Alam, 1995]. The Government of Bangladesh have taken up many 
schemes for the modernization of the shrimp culture in the country from the mid 1980's as 
a result of which the stone started rolling and there have been some improvements during 
the last decade. The land under coastal shrimp culture increased from 51,812 ha in 1983-
84 to 108,280 ha in 1988-89 which remained almost static till now. Production of shrimp 
during the same period also increased from 8,386 mt in 1983-84 to 18,325 mt in 1988-
89 and to 30,000 mt in 1995-96. 
5.4 World Production 
According to FAO statistics, China is the largest producer in terms of catch, accounting 
for 20 percent of world production, followed by Thailand 9 per cent, Indonesia 8 per cent 
57 
and India 5 per cent. Total shrimp (catch and cultured) production, over the period 1980-
1995 increased substantially. This growth is mainly attributed to the rapid expansion in shrimp 
forming. The top four producers of cultured shrimp are China, Thailand, Indonesia and Ecuador. 
However, other countries such as the Philippines, Taiwan, India and Bangladesh are planning 
significant expansion in shrimp farming. Table 5.1 shows the world production of shrimp and 
the Bangladesh's position in the world production during the period 1995-96. 
Table 5.1 reveals that share of Bangladesh in the total production of world shrimp 
(Headon) is 6.3 per cent, followed by Thailand 32.5 per cent, Indonesia 16.8 per cent, 
India 12.6 per cent and China 10.5 per cent. The table also shows that yield of shrimp 
in Bangladesh was only 231 kg. per hectare. The wide-spread development of shrimp firming 
has contributed significantly to making the shrimp an accessible product for average income 
households. It accounts for more than 25 per cent of present world production in comparison 
with a little over 2 per cent a decade ago. 
Table 5.1: World Production of Shrimp (Headon) and the Position of 
Bangladesh, 1995-96 
Country 
Bangladesh 
Thailand 
Indonesia 
India 
China 
Vietnam 
Philippines 
Taiwan 
Others 
Percentage in 
World Production 
6.3 
32.5 
16.8 
12.6 
10.5 
8.4 
5.2 
5.2 
2.5 
Total 
Production 
Headon (in M.T.) 
30,000 
150,000 
80,000 
60,000 
50,000 
40,000 
25,000 
25,000 
12,000 
Area of 
Land 
(in Hectares) 
130,000 
60,000 
200,000 
80,000 
140,000 
200,000 
40,000 
7,000 
10,000 
Kg./Hectare 
231 
2,583 
400 
750 
357 
200 
625 
3,571 
1,200 
Source : Central Shrimp Cell, Department of Fisheries, Government of Bangladesh. 
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Table 5.2 depicts the projections of shrimp aquacuhure production done by FAO. 
As regards the shrimp production, China is by fir the largest producer in the world production. 
Table 5.2 shows that by the year 2000 China's shrimp aquacuhure production wiD be 350,000 
tons, followed by Thailand 125,000 tons, Indonesia 150,000 tons, India 40,000 tons and 
Bangladesh 35,000 tons. Asian countries dominate the world production. Cultured shrimp 
production in Asia has grown from 100,000 mt in 1980 to 600,000 mt in 1990. It is expected 
to grow to 800,000mt by the year 2000. About 80 per cent of the world's cultured shrimp 
comes from Asia [Ninawe, 1994]. An important feature of Asian production is that the principal 
species cultured in Asia is the black tiger shrimp (Penaeus monodon), except in China where 
white shrimp (Penaeus Orientals) predominates. It is evident from the world production level 
that Bangladesh stands at lower end of the band. 
Table 5.2: Shrimp Aquaculture Production (in Tons) 
Country 
China 
Thailand 
Indonesia 
Ecuador 
Philippines 
Vietnam 
India 
Taiwan 
Bangladesh 
Others 
1989 a/ 
175,000 
100,000 
85,000 
60,000 
46,000 
28,000 
23,000 
24,000 
15,000 
43,000 
Year 
1990 b/ 
150,000 
110,000 
120,000 
73,000 
30,000 
30,000 
32,000 
30,000 
20,000 
58,000 
2000 c/ 
350,000 
125,000 
150,000 
85,000 
90,000 
45,000 
42,000 
40,000 
35,000 
98,000 
Source. a/ Year Bode of Fishery Statistics 1991, FAO 
b/ INFOFISH, International News, 1991 
c/ FAO Projections 
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Bangladesh has gradually been emerging as an important producer of cultured shrimp 
and due to this the fisheries sector is contributing substantially to GDP. The production of 
cultured shrimp in Bangladesh has grown rapidly. The area under cultivation increased from 
about 20,000 hectare of brackish water ponds in 1980 to around 96,000 hectare in 
1995. Shrimp is mostly cultured using traditional extensive systems. Bangladesh is considered 
to have substantial potential for the culture of shrimp, since it has huge river deltas; a warm 
climate; large areas of suitable land; and substantial resources of wild black tiger ( P. 
monodon) shrimp fry. 
5.5 Global Supply Trends 
The world supply increased rapidly from 1.09 million tons in 1970 to 1.63 million 
tons in 1977, remained stable until 1981, and then rose to 3.44 million tons in 1995. Cultured 
sihrimp production is increased from 2 per cent of the world supply in 1975 to more 
than 30 per cent in 1995. It is assumed that fluctuations in supply will undoubtedly continue 
to occur. Periods of over- supply may also drive prices down and cause demand to increase 
[Alam, 1995]. Of the 107 countries reported by FAO as producers in 1995, the top 
15 accounted for 86 per cent of world supply. Ten of the 15 were Asian countries, which 
together produced 2.59 million tons-75 per cent of world supply. 
5.6 Global Demand Trends 
Shrimp has the highest total value of all fisheries commodities. World imports of 
fresh, chilled and frozen shrimp have reached a value of about US $ 6 billion a year. 
ID Japan and the US, these products account for 30 per cent of the total value of fisheries 
imports. 
A larger share is being sold for consumption at home as a result of lower prices, 
especially for sizes produced by culture operations, which enable retailers to offer shrimp 
at competitive prices. Supermarkets and chain retailers are encouraged by substantial profit 
margins, and new packaging and consistent supplies have promoted shrimp. Retail outlets 
are more flexible in pricing. Consequently, when prices drop, demand increases more rapidly 
at retail rather than at institutional outlets [ADB / INFOF1SH, 1991]. 
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Markets for medium size shrimp are supplied well with cultured black tiger from Asia 
and cultured Chinese and Ecuadorian whites. Growth in production of these species is 
expected to continue - mostly of sizes in the range of 16-20 to 41-50 count per lb, headless 
shell-on weight keeping prices down thus stimulating demand. 
Demand over the next decade will depend on a number of factors: population growth; 
increase in disposable income; price and supply developments of shrimp and substitutes such 
as, meat, fish and poultry; consumer tastes; market saturation; consumers' perception of seafood 
and also be influenced by health and pollution considerations and the overall performance 
of national economies. 
Using 1.0 as the estimate of future income elasticity of demand; a population growth 
rate of 1.40 per cent; and a per capita income growth rate of 2 per cent — all other factor 
constant - demand for shrimp should rise at an estimated annual rate 2.5 per cent up 
to the year 2000 and is likely to reach about 3 million mt per annum [ADB / INFOFISH, 
1991]. 
As shrimp usage in fast-food restaurants increases, the direct competition between 
shrimp and chicken will become more intense. Chicken has a price edge but shrimp remains 
popular due to consumer taste, favourable profit margins and product differentiation. Fast 
food sales are expected to contribute to increased demand. The most serious challenge is 
expected from other sea-food products, particularly, salmon, but shrimp is expected to remain 
the most popular seafood item because of its high profile, profit margin, availability and larger 
assortment of product and preparation variations. Increasing consumer awareness of the 
nutritional aspects of sea food has also increased demand [ADB / INFOFISH, 1991]. 
5.7. Present Scenario of the Shrimp Industry 
The present scenario of the shrimp industry is not well This is due mainly to lower 
supply and many country's seafood industry, being hit hard by the recent ban imposed by 
theEU. 
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5.7.1 Less Shrimp Worldwide 
1996 was a very negative year for the shrimp industry. Many countries, especially 
in South East Asia were hit by disease problems. Production declined sharply, and imports 
into main markets were down too. On the other hand, demand was strong in the US market, 
leading to high prices there. For the first time in recent history, the US market was paying 
more for shrimp than the Japanese market [FAO, 1996]. 
5.7.2 India Bans Shrimp Culture 
The Supreme Court of India on December 11, 1996 ordered the demolition and 
destruction of thousands of aquaculture farms for shrimp culture due to non-adherence to 
the environmental pollution control standards. The court decision, however, excludes all 
traditional and improved traditional culturing methods. The impact of the Indian Supreme 
Court decision on commercial shrimp aquaculture might be catastrophic for the Indian shrimp 
industry. 
5.73 EU Ban on Seafood Import 
The European Union imposed a ban on import of shrimp from India, Bangladesh 
and Madagascar since August 01, 1997. The main cause for the present impasse is the failure 
of the exporters to integrate peeling operations with processing plants [The Financial Express, 
1997]. Peeling operations are one of the most critical issues in the case of hygiene. At 
present the peeling operations are done by individuals who do not have any role in the export 
and are not bound by any quality standards. With the announcement of the ban, seafood 
exports of India worth Rs. 800 crores are likely to be adversely affected. India, Bangladesh 
and Madagascar are major providers of frozen shrimp to the European market. Last year, 
India exported frozen shrimp worth US $ 96 million to the EU. Bangladesh exported US 
$ 92 million worth of frozen shrimp and Madagascar supplied US $ 45 million of shrimp 
to the European Union [The Economic Times, 1997]. Trade circles and exporters think that 
it is a temporary embargo, which may be withdrawn by the negotiation between the EU 
and respective country Governments. 
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5.8 Review of Export Performance of Shrimp 
Among the non-traditional items which are making major contribution towards the 
expansion of this sector are readymade garments and shrimp. The contribution and export 
performance of readymade garments is widely acknowledged. The following sections will deal 
with the review of export performance of shrimp. 
5..8.1 Level and Trends of Export Earnings of Shrimp 
As a non-traditional item, export of shrimp which is the third largest foreign exchange 
earner of the country, accounts for about 8 per cent of the total export earnings of non-
traditional items and about 7 per cent of the total export earnings of the country. From 
an insignificant share of 0.84 per cent in 1972-73, the contribution of shrimp increased to 
4.74 per cent in 1980-81 and 6.97 per cent in 1995-96. 
In the recent past Bangladesh's exports of shrimp has made good progress. Export 
of shrimp has increased manifolds during the last decade, earning more and more foreign 
exchange to minimize the national balance of trade deficit. Beginning with a meagre foreign 
exchange earning of US $ 2.91 million in 1972-73, export earnings by this sector rose to 
US $ 33.63 milHon in 1980-81, US $ 127.97 million in 1990-91 and US $ 270.51 mfflion 
in 1995-96. The contribution of shrimp started to increase since 1975-76 fiscal year and 
its increasing trend got somewhat fester during 1986-87. 
Bangladesh has got tremendous export potential for shrimp. Table 5.3 which reveals 
steady increase in export earnings from shrimp during 1991-92 through 1995-96 justifies its 
high export potentiaLHowever, during 1991-92, export earnings from shrimp declined to some 
extent due mainly to reduced import demand for the item in some of the main importing 
countries Kke USA, Japan, UK and Belgium It can be seen from Table 5.3 that export 
value of shrimp declined to US $ 119.71 nrilhon (-6.45 per cent ) during 1991-92 from 
US $ 127.97 million in 1990-91. Export however, picked up during 1992-93 to US $ 155.48 
million (29.88 per cent) and farther to US $ 197.67 million during 1993-94. Export increased 
substantially during 1995-96 and reached the level of US $ 270.51 million. Table 5.3 also 
depicts that the share of shrimp in the total exports was 6.97 per cent during 1995-96 
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as against 7.51 per cent in 1994-95, 7.80 per cent in 1993-94 and 6.52 per cent in 
1992-93. 
Table 5.3: Exports of Shrimp and Total Export 
_ ^ 1980-81 to 1995-96 
YMT(S) Value of Exports A u u l Growth b o a Number Country's Ptrctange 
•f Shrimp Rite (Porctatage of Export Total Export Shire of 
(Mffljon Chuge l i Experts Earnings (Million Shrimp hi 
USS) over Previois Year) ( 1MI41-W) US $) Total Export 
1980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
33.63 
45.09 
63.69 
63.37 
77.16 
90.74 
112.46 
116.77 
120.44 
126.86 
127.97 
119.71 
155.48 
197.67 
260.70 
270.51 
(-) 4.70 
34.08 
41.25 
(-) 0.50 
21.76 
17.60 
23.94 
3.83 
3.14 
5.33 
0.87 
(-) 6.45 
29.88 
27.14 
31.87 
3.76 
100.0 
134.08 
189.38 
188.43 
229.44 
269.82 
334.40 
347.22 
358.13 
377.22 
380.52 
355.52 
462.33 
587.78 
775.20 
804.37 
709.85 
625.89 
686.60 
811.00 
934.43 
819.21 
1073.77 
1231.20 
1291.56 
1523.71 
1717.55 
1993.92 
2382.89 
2533.90 
3472.57 
3882.42 
4.74 
7.20 
9.28 
7.81 
8.26 
11.08 
10.47 
9.48 
9.33 
8.33 
7.45 
6.00 
6.52 
7.80 
7.51 
6.97 
Source. Export from Bangladesh 1972-73 to 1995-96, EPB. 
Analysis of export performance of shrimp during the study period indicates that the 
export value of shrimp has increased manifolds. The value of exports of shrimp was estimated 
to be US $ 33.63 million in 1980-81 and the same increased to US $ 270.51 million in 
1995-96. This is indicative of an impressive performance in export value. 
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During the period under review average annual growth rate was 11.73 per cent. The 
growth rate of export was measured with the help of exponential curve method. The 
trend equation computed on the basis of data for the period under review may be stated 
as under: 
In SHRIMP = -228.68 + 0.12t 
R2 = 0.930 
R2 = 0.925 
t-vahie = 13.720 
F-vahie = 118.238 
D.W. Statistics = 0.709 
F-test and t-test have been applied to test the significance of the growth rate, which 
was found to be significant at 0.001 level. Observed t=13.720 and the coefficient of 
determination R2=0.930 revealed that there is a significant increase in annual export earnings 
over time. The higher value of co-efficient of correlation r=0.964 and coefficient .determination 
R^.930 indicate that there is strong positive relationship between 'shrimp exports' and "total 
exports'. D.W.= 0.709 is substantially lower than its critical lower value at 5 per cent level 
— thus suggesting presence of a positive auto-correlation. The above analysis suggests that 
the export growth of shrimp during the last decade was quite encouraging and there exists 
good prospects of increasing exports of shrimp. 
5.8.2 Regionwise Export Destinations 
A significant difference in the contribution of export market of shrimp in major regions 
was observed over the period. The export performance of shrimp has been satisfactory 
due to the acceptability to European Union (EU), American markets and Asian markets. A 
regionwise shrimp export (in percentage) has been furnished in Table 5.4. 
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Table 5.4: Regionwise Destination of Shrimp Exports from Bangladesh 
A Comparison between 1980-81 and 1995-96 
(Calculated from Dollar Values) 
Regions Share in per cent 
1980-81 1995-96 
EU 33.61 42.98 
.America 19.04 27.93 
.Asia 40.46 28.28 
Oceania -- 0.01 
Middle East 2.81 0.12 
Others 4.08 0.68 
Total 100.00 100.00 
Source. 1. Bangladesh Export Statistics, Various Issues, EPB. 
2. Annual Export Receipts, Various Issues, Bangladesh Bank. 
Table 5.4 reveals that a sizeable portion of shrimp exports has been directed to 
European Union, Asian and American regions. EU, Asian and American regions have 
consitituted important markets for shrimp. These regions together accounted for 93.11 per 
cent of shrimp exports during the year 1980-81. In 1995-96 period, the share increased 
aind it was 99.19 per cent. EU has remained as the biggest market with a share of 42.98 
per cent followed by Asian region 28.28 per cent and American region 27.93 per cent. 
In the Asian region, major portion of shrimp (more than 90 per cent) is imported by Japan. 
Oceania and Middle East found very negligible portion of shrimp exports from Bangladesh. 
S.8.3 Countrywise Export Destinations 
With the growing export demand for Bangladesh's shrimp and the world demand 
being in excess of the supply, Bangladesh position in the world market is quite encouraging. 
The developed nations have been and are the main markets for Bangladesh shrimp. More 
than 95 per cent of the Bangladesh's shrimp exports goes to these countries. Japan, USA, 
UK, Belgium, Germany and the Netherlands are the important markets, of which Japan 
and the USA are the most important ones for Bangladesh shrimp. The direction of shrimp 
exports from Bangladesh and the relative shares of major markets are shown in Table 5.5. 
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Table 5.5: Bangladesh Exports of Shrimp to Major Market Countries 
1980-81 to 1995-96 
(Million US $) 
Country Jfear 1980-81 1990-91 1991-92 1992-93 1993-94 1994-95 1995-96 
USA 
Japan 
Belgium 
Germany 
UK 
Netherlands 
E'enmark 
Italy 
France 
Singapore 
Others 
6.44 
(19.04) 
12.52 
(37.04) 
2.48 
(7.27) 
1.33 
(3.93) 
1.25 
(3.69) 
4.94 
(14.66) 
. . 
1.16 
(3.42) 
. . 
. . 
3.51 
(10.44) 
42.40 
(33.13) 
19.39 
(14.37) 
22.33 
(17.45) 
13.19 
10.30) 
19.32 
(15.10) 
6.76 
(5.28) 
1.03 
(0.80) 
2.58 
(2.02) 
_. 
0.36 
(0.28) 
0.61 
(0.48) 
45.88 
(38.33) 
11.83 
(9.88) 
18.25 
(15.24) 
12.75 
(10.66) 
15.31 
(12.79) 
6.63 
(5.54) 
0.64 
(053) 
0.23 
(1.86) 
0.19 
((0.16) 
3.53 
(295) 
2.47 
(2.06) 
62.51 
(40.20) 
19.65 
(12.64) 
24.63 
(15.84) 
16.19 
(10.41) 
16.60 
(10.68) 
8.64 
(5.55) 
0.27 
(0.17) 
0.27 
(0.17) 
1.18 
(0.76) 
2.91 
(1.87) 
2.63 
(1.69) 
68.37 
(34.59) 
22.30 
(11.28) 
29.05 
(14.69) 
21.97 
(11.11) 
22.46 
(11.36) 
13.64 
(6.90) 
4.34 
(2.19) 
3.24 
(164) 
1.25 
(0.63) 
3.51 
(1.77) 
7.54 
(3.81) 
79.32 
(30.42) 
56.01 
(21.49) 
37.17 
(14.26) 
19.66 
(7.54) 
22.45 
(8.61) 
22.37 
(8.58) 
1.49 
(0.57) 
0.15 
(0.06) 
4.38 
(168) 
4.17 
(1.60) 
13.53 
(5.19) 
74.88 
(27.48) 
68.27 
(25.24) 
36.13 
(13.36) 
25.23 
(9.33) 
24.11 
(8.91) 
19.63 
(7.26) 
6.20 
(2.29) 
4.34 
(160) 
0.16 
(0.06) 
11.56 
(4.27) 
Total 33.63 127.97 119.71 155.48 197.67 
(100.00) (100.00) (100.00) (100.00) (100.00) 
260.70 270.51 
(100.00) (100.00) 
Source Bangladesh Export Statistics, Various Issues, EPB. 
Note Figures in the parenthesis indicate share in per cent 
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Table 5.5 shows that Japan and the USA are the most important markets for export 
of shrimp from Bangladesh. Export of shrimp to the USA in terms of percentage share of 
the total increased from 19.04 per cent in 1980-81 to 27.78 per cent in 1995-96 and in 
terms of value also, exports increased from US $ 6.44 million to US $ 74.88 million during 
the same period. Demand was relatively strong in the USA market, leading to high prices 
there. However, exports declined marginally in the case of USA during the period 
1995-96. On the other hand, export to Japan has decreased from 37.04 per cent in 
1980-81 to 25.24 per cent in 1995-96, but in terms of value, exports increased from US$ 
12.52 million to US$ 68.27 million during the same period. It has been seen that shrimp 
imports into Japan from Bangladesh increased 3979 mt in 1994 to 5455 mt in 1995. On 
the other hand, shrimp imports into USA from Bangladesh decreased from 8627mt to 4952 
mt during the same period [INFOFISH, 1996]. USA and Japan over the years continue 
to be the leading importers of shrimp from Bangladesh. 
Belgium, UK, Germany and the Netherlands constituted the other major importing 
countries of Bangladesh shrimp. The export to Belgium increased from US $ 2.48 million 
in 1980-81 to US $ 36.13 million in 1995-96, and its share in Bangladesh's total shrimp 
exports increased from 7.27 per cent to 13.36 per cent during the same period. The export 
to the Netherlands decreased from 14.62 per cent to 7.26 per cent during the said period. 
On the contrary, exports to UK and Germany increased from 3.69 per cent to 8.91 per 
cent, and 3.93 per cent to 9.33 per cent respectively under the review period. 
Till 1988-89 Japan used to top the list of shrimp importers from Bangladesh where 
demand has sharply decreased in last two years. Against this, USA has emerged as the number 
one importer from Bangladesh in the last two years. While all the big exporters reported 
lower shrimp exports to the US market, smaller exporting countries were able to sell more 
shrimp. Countries like Indonesia, Bangladesh and Venezuela are now among the top-ten list 
of shrimp exporters to the USA, reporting a 30-40 per cent increase in exports. 
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5.9 Worid Exports of Shrimp and Bangladesh's Share 
The world exports of shrimp increased from US$ 4904.14 million in 1991 to US 
$ 7392.07 million in 1995, registering an average annual growth rate of 12.68 per cent. 
Table 5.6 depicts that Bangladesh's share increased from 2.44 per cent to 3.66 per cent 
druring the period 1991 to 1995. 
Table 5.6: World Exports of Shrimp 
Year World Exports Bangladesh Exports Bangladesh's Share 
as Percentage of the World 
1991 4904.14 119.71 2.44 
1992 5619.04 155.48 2.77 
1993 5993.68 197.67 3.30 
1994 7046.69 260.70 3.70 
1995 7392.07 270.51 3.66 
Source: 1. Trade Analysis System on Personal Computer (Based on 'COMTRADE'), ITC/ 
UNSTAT, 1995. 
2. Export from Bangladesh 1972-73 to 1995-96, EPB. 
Table 5.6 reveals that there is a slow but consistent growth in Bangladesh's share 
in the world exports of shrimp. Bangladesh has got considerable advantage over many of 
its competing countries in respect of availability of shrimp and has got some edge in having 
relatively cheap labour force. Because of this cost advantage in the production and processing 
of shrimp, the country is in an advantageous position compared to many competing countries 
in the international market. 
It has been found that among the leading competing countries, Thailand, Indonesia, 
China and India are the major exporters of shrimp. But it is noteworthy that the contribution 
of our shrimp exports to the total export is the highest among the leading exporting countries. 
The fact that despite having possessed much larger inland and marine water areas than the 
leading countries these countries have relatively lesser export of shrimp in the basket of their 
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total exports, indicates that these countries specialize more in other terms, possibly in 
manufacturing. The position in the leading exporting countries being such favours us with the 
advantage over them in the export of this item. From the foregoing analysis it follows that 
although our achievement in this field is commendable and a high degree of efficiency prevails 
in this sector, we should further concentrate upon our endeavour to take advantage of factors 
we have in our favour for winning competition in the international market. 
5.10 Analysis of Export Marketing Mix 
There are a number of factors which are under the control of the export organisation, 
frequently referred to as the marketing mix variables or marketing instruments. These are 
interrelated variables and will be dealt with separately in the following pages. 
5.10.1 Product 
Shrimp is one of the most important products which have entered in world fish trade. 
It is a source of foreign exchange for exporting countries. The product shrimp is classified 
under the following codes: 
HS 030613 Frozen shrimp and prawns 
HS 030623 Shrimp and prawns, excluding frozen ones 
HS 160520 Shrimp and prawns, prepared or preserved 
There are four basic groups of shrimp which move through world trade channels; 
the warm water species, the cold water species, fresh water species and deepsea: 
Warmwater species inhabit tropical coastal areas, mature rapidly and often grow large 
in size. 
Cold water species inhabit temperate oceanic waters, grow slowly and are generally 
small in comparison to tropical shrimp. 
Fresh water species live in rivers and other inland bodies of water, principally in 
the tropics, and often grow to a very large size. 
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Deepsea shrimp grow relatively slowly, are small in size and have limited reproductive 
capacity. Commercially important species by major production areas has been shown in 
Appendix-EI. The major commercially exploitable species of shrimp for farming in Bangladesh 
are the black tiger shrimp (P.monodon), and the white shrimp (P.indicus). 
Live: The cost of transporting and holding hve shrimp is very high. There is, however, 
a high-priced, limited market in Japan for P.japonicus, which is chiefly supplied by domestic 
production. 
Fresh: Sales of fresh shrimp are normally limited to areas relatively close to ports 
of discharge of boats and shrimp farms. It is, however, not uncommon for frozen shrimp 
which has been thawed to be sold as fresh. 
Frozen: The major part of shrimp in world trade is frozen, mostly raw and some 
cooked. 
Canned: Normally canned shrimp consists of small sizes, peeled and pre-cooked. 
Dried: The drying of shrimp is a customary means of preservation in many less 
developed countries. 
5.10.1.1 Internationally Traded Shrimp Product Forms 
Product requirements vary considerably from market to market and from one segment 
to another. However, shrimp are exported mainly frozen, individually quick frozen (IQF)* 
or semi-IQF. The bulk of exports from developing countries is frozen although a considerable 
volume of IQF and semi-IQF shrimp is also exported, particularly in the high-quality category 
[ITC. 1983]. In order to meet the requirements of different segments of the market, shrimp 
is processed in a variety of product forms. The following are the most commonly traded 
product forms internationally: 
IQF is defined by the International Institute of Refrigeration as the freezing method such that the zone of 
maximum crystallisation is passed through rapidly and the freezing is complete only when the average 
temperature reaches (-) 18°c. [Nicholson & Johnston, 199 3]. 
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Fresh, whole, shell-on raw. 
Frozen, whole, shell-on raw 
Frozen, whole, shell-on cooked 
Frozen headless, shell-on raw. 
Frozen, headless, cooked, peeled. 
Frozen, headless, peeled, deveined. 
Frozen, headless, peeled, undeveined. 
Canned, headless, cooked, peeled. 
Battered/breaded. 
Other shrimp products include specialities, such as shrimp paste, sauce, soups and 
stews. The internationally traded quantity in these products does not appear to be significant. 
5.10.1.2 Common Size Grading in Shrimp 
Shrimp is sold by size and generally speaking the larger the shrimp the higher the 
price it commands. Shrimp is graded in groups of sizes, expressed as count per lb or count 
per kg. The most common form of packaging for shrimp entering world trade is frozen in 
a waxed carton, containing a net weight of 4 lbs or 2 kgs placed in a master carton and 
strapped for shipment. Standard product forms used are given in Table 5.7. 
Table 5.7: Product Size Grading 
Product Form Pieces/Unit weight 
Whole, shell-on, raw frozen 
Whole, shell-on, cooked frozen 
Headless, shell-on, frozen 
Headless, cooked, peeled frozen 
Headless, peeled, deveined/ 
undeveined, frozen 
from under 8/kg upto 80/kg 
from under 20/kg upto 120/kg 
from under 5/Ib upto 71-90/Ib 
from under 100-200/lb-400-500/Ib 
from under 15/Ib upto 300-500/Ib 
Source: Global Industry Update-Shrimp, ADB / INFOFISH, Kuala Lumpur, Malaysia, August, 
1991. 
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5.10.1.3 Quality Control 
Quality control of shrimp in Bangladesh is mainly concerned with processing for export. 
The maintenance of the freshness and the high quality of shrimp to meet the requirements 
of the target markets is of paramount importance. Quality control in feet starts with catching 
and continues through processing and final shipment. Exporters of shrimp are, therefore, 
required to be extra vigilant to prevent spoilage and contamination. To facilitate a smooth 
flow of trade, the most important factor is the agreement between the seller and the buyer 
on quality, quantity and price. The agreement is of particular importance in the case of perishable 
goods such as shrimp, which could undergo rapid changes during storage, transport and 
processing depending on the method used. 
In export trade, the buyer and the public health authority in the importing country, 
who have no direct control over production, handling and processing, must be assured that 
the shrimp has been handled under proper conditions and that it is wholesome and is not 
contaminated. To improve the quality of shrimp products for export, Bangladesh Standard 
and Testing Institution (BSTI) has prescribed standards for frozen shrimp. Bangladesh 
authorities have been enforcing strict quality standards through the Fisheries inspection and 
Quality Control Department. The processing units also operate their own in-plant quality control 
system. 
Quality standards applicable to shrimp imports/exports vary from country to country 
depending on the product type. The product quality is commonly assessed on organdeptic 
(sensory) properties such as appearance, flavour, odor, texture, uniformity etc. 
5.10.1.4 Brand Names 
Virtually all shrimp imported into major markets is sold under exporters' brand names. 
Exporters often supply under various brand names, often to differentiate between species and 
qualities. No exporter has a dominant share in any major markets. In addition to normal 
trade contracts, some exporters promote their brand names by advertising in trade journals 
and representing at trade fairs and conferences. These efforts are worthwhile if the exporter 
has sizeable export business to support promotions and can maintain quality as promised. 
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5.10.2 Pricing 
The prices for all internationally traded commodities fluctuate according to supply and 
demand and shrimp is no exception. Shrimp prices increase not usually because of increase 
in demand but because of short supply. Shrimp producers and exporters are concerned about 
this situation. Shrimp prices vary according to sizes, colours, product forms to some degree 
and country of origin. In general, there is a correlation between shrimp size and price but 
this relationship changes with the supply of, and demand for, each size. The same species 
and size of shrimp packed in different countries may command significantly different prices 
which reflect the producer's reputation for the product's quality, accuracy of weight and count, 
uniformity of size and colour etc. These price differentials can be significant, sometimes reaching 
as much as 15-20 per cent. The most expensive species is white shrimp, irrespective of 
source. Black tiger shrimp is the next most expensive species. The price difference between 
black and white shrimp tends to be US $ 1.00 to US $ 2.00/kg. 
Prices for exported shrimp are usually quoted by the producer/exporter, who makes 
an offer. The importer either accepts or makes a counter offer. Terms other than price, such 
as payment arrangements and the timings of shipment, may also affect the final agreed price. 
Generally, exporters determine the price of shrimp products on the basis of production cost, 
and other expenditures (handling, processing, packaging, transportation etc.) phis certain 
percentage of profit. 
Prices are affected, amongst other things, by competition for supplies on the world 
shrimp market, inflation and instability in the relative values of various currencies particularly 
dollar and yen, inventory levels, current rates of imports and seasonal fluctuations in demand. 
5.10.3 Channel of Distribution 
Distribution channels for shrimp vary considerably according to the type of product 
(canned, frozen, dried etc.) and to the market in question. Export marketing of shrimp in 
Bangladesh is done mostly frozen items. Exports of frozen shrimp, the fastest growing frozen 
food item from Bangladesh are operated by more than 93 processing cum exporting firms 
74 
Figure 5.1: Export Marketing Channels for Shrimp in Bangladesh 
Producers 
Exporters/ 
Processing Plants 
— i 
Itinerant Traders 
(Beparies, Farias) 
Seafood 
Importers 
Agents/Brokers 
(Importing Countries) 
Wholesalers 
(Importing Countries) 
Large Scale Retailers/Food Distributors 
(Deptt. Stores/Chain Stores/Supermarkets) 
Institutional Users 
(Restaurants) 
Consumers 
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who are 100 per cent export-oriented. Bangladesh exports mostly brackish-water black tiger 
shrimp in international markets. Shrimp caught in farms are purchased by itinerant traders 
like beparies and farias. After the removal of head they are transported in ice in different 
containers, (mainly metallic drums or plastic container) by open trucks directly to processing 
plants. It has been found that in shrimp exports, role of itinerant traders is minimal. It has 
also been observed that processing plants have a direct contact with the shrimp producers 
and in that case shrimp are collected by the processor from the farm gate after head off 
is done by producer. Sometimes, producer himself transports head-off shrimp to processing 
plants. After grading and packaging each master carton is preserved in cold storage of the 
plant at (-)18°c temperature. Transportation of shrimp to Chittagong Port is carried over by 
refrigerated vehicle where the produce is unloaded in refrigerated ship container for seafood 
importers, agents or brokers of the importing country after weight and quality checked by 
Customs and Quality Control Department. There are several marketing channels through which 
shrimp are reached to the foreign consumers. Export marketing channels for shrimp in 
Bangladesh are shown in Figure 5.1. 
As depicted in Figure 5.1, there are three to four categories of middlemen which 
are usually involved between producer and the final consumer. 
5.10.4 Promotion 
Generally EPB, as the national organisation responsible for promoting shrimp export 
trade, has been co-ordinating the efforts of government and non-government agencies to 
develop this growing export sector. EPB grants sponsorship to market development missions 
of shrimp exporters in co-ordination with various interantional agencies. Market development 
visits organised in the past have demonstrated that such visits help exporters to gain first-
hand knowledge of the markets and to prepare marketing plans covering distribution channels, 
product adaptation, quality improvement, pricing and packaging. EPB also organise seminars/ 
symposia / workshops at home and abroad to disseminate the latest information on quality 
control and marketing requirements. EPB provides assistance to exporters undertaking business 
visits to foreign countries, as and when required. 
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In Bangladesh, most of the shrimp exporters do not sponsor any consumer advertising 
in the target market except a few ones. Consumer advertising and other promotions in major 
markets are undertaken by the leading companies in the respective countries. Hie principal 
seafood companies promote shrimp as one of the line of products in the United States. 
In Europe, promotion is carried out mainly at the trade level owing to the small size of 
the individual markets. Little sales promotion and advertising is carried out for shrimp in Japan 
in comparison with other food products. 
5 J 0.5 Packaging 
In addition to the increased interest towards consumer-packing of traditional items, 
much effort is spent on developing and introducing new products through new exporters on 
new markets. The trend towards both the local processing of traditional items for export, 
and the introduction of new, non-traditional, consumer-packed products on the world market, 
will mean that the exporters in developing countries will have to pay little more attention 
to customer requirements in sophisticated industrialised countries. Packaging is a vital aspect 
for shrimp. Generally shrimp is exported in the form of "block frozen'. But sometimes IQF 
shrimp is exported by the exporters in order to meet the special demand of the buyers. 
Packaging requirements vary from market to market in each of the above cases. 
Block frozen shrimp is placed in 2 kgs or 4 lbs glazed blocks, porywrapped in waxed 
cartons and packed 6 to 10 blocks to the master carton. But some times 5 lbs glazed blocks, 
packed 6,8 or 10 inner cartons to the cardboard carton; 12 kgs/16kgs/20kgs or 24 lbs/ 
30 lbs per master carton is also used. The USA and Japan normally require 5 lbs blocks 
to a lesser extent. On each master carton date of processing, place, weight and expiry date 
aire clearly written. 
In general IQF and Senri-IQF heads-on/ heads-off shrimp, should be packed according 
to the customer's specific requirements, which is as follows: 
- either in waxed cardboard cartons, usually 2kg net weight but sometimes 51b, packed 
6,8 or 10 cartons to the cardboard master carton; 
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- or in heat-sealed polybags of 2kg net weight, packed 4 to the cardboard master 
carton. 
5.11 Export Marketing Strategies 
Export marketing strategies relating to product, pricing, distribution and promotion of 
shrimp are important aspects, hence in the section that follows, an attempt has been made 
to recommend a few strategies in respect with each one of them for shrimp in view of 
the prevailing conditions as mentioned above. 
5.11.1 Product Strategy 
The individual exporter's choice of target markets depends on species, size ranges 
and product forms available. Exporters should obviously, to the extent possible, try to maximize 
their export earnings by identifying products that can be sold at high prices in certain 
markets. Bangladesh mostly depends on one species e.g. warm water species. Shrimp 
farming in Bangladesh is becoming important, therefore, it is required to develop more 
species in order not to be dependent on just one species. The strategy should be to diversify 
the species within the warm water and other species like fresh water. Galda chingri 
(Macrobrachium rosenbergii) of fresh water species is suitable for culture in fresh water ponds 
which holds considerable potential for expansion and cost effective as welL 
5.11.1.1 Labelling and Packing 
Labelling is closely related to packaging, but it has its own particular parameters. 
The major elements in it are language, government regulations and consumer information 
[Terpstra, 1983]. Recently Food and Drug Administration (FDA) of USA has announced 
the Tood-Labelling' custom for packaged food items. The main thrust of FDA's announcement 
is to ensure product purity and safety. Under the rule of Tood-Labelling1, the exporters of 
Bangladesh have to be careful in exporting shrimp. Exporters have to face difficulties if 
they fail to export shrimp according to their specifications. 
Packaging materials are also checked by/FDA to ensure that no foreign substances 
enter the food. Stapled cartons should not be used. Exporters must ensure that their products 
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are processed and packed according to the requirements of the market. The packaging 
company in Bangladesh mainly produces simple type of cardboards for master cartons and 
duplex papers for minicartons. Material for the packaging is not of intenational standard. In 
addition the price of packaging raw material in Bangladesh is unrealistically high due to 
high import duties and sales taxes on imported contents. Bangladesh should produce 
polywrapped waxed cartons with minimum cost. 
5.11.2 Pricing Strategy 
Finding the right foreign market price is one task of export marketing. In addition 
to proper pricing, however, the exporting firm must be market oriented in its price quotations 
and conditions of sale [Terpstra, 1983]. Prices of shrimp vary according to its size, colour, 
fonn and country of origin. Exporters should be aware of the regular market news relating 
to prices of shrimp. At present FAO is providing services to the producers/exporters and 
processor through the month/ publication of GLOBE FISH and INFOFISH news covering 
the current shrimp prices of the world market. Therefore, shrimp exporters may follow the 
market oriented pricing strategy. Besides this, exporters can maximise their export earnings 
by identifying new species/products that can be sold at premium prices in certain markets. 
For example, some markets pay high prices for white shrimp. 
5.11.3 Channel Strategy 
There are a number of channels in the export marketing. From within the diverse 
channels of distribution available exporters have to choose a suitable channel for delivering 
their products to the foreign buyers. Channel is the chain of marketing agencies linking the 
producers with the final buyers in the target markets. The choice of the best channel is a 
critical aspect of the exporting firm, because channels of distribution affect product, price 
and promotion decisions. Frozen shrimp requires special care during storage and handling. 
Most frozen shrimps are imported in foreign countries by specialised seafood importers 
and other middlemen. Since, shrimps are delicate food items, these should reach to the 
consumer quickly. It has been found that in shrimp export the channel is lengthy and many 
middlemen are involved. Therefore, exporters can explore the possibility to avoid some 
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middlemen and export directly to the large scale retailers or institutional buyers (restaurants). 
Strategy should be to select the right channel through which shrimp can be exported most 
quickly and economically. 
5.11.4 Promotion Strategy 
Export promotion is a key aspect of the export marketing mix and h plays a vital 
role in determining a country's export performance. It may be necessary to communicate with 
foreign buyers or consumers effectively in order to gain access to a highly competitive market. 
Trade fairs and exhibitions in overseas market provide fruitful avenues of showing the 
effectiveness of products and services [O'Reilly, 1985]. Shrimp exporters collectively should 
participate in specialised trade fairs held at important international centres, such as 'Sial Food 
Fair" in France and the 'Amiga Food Fair1 in Germany, to get an access to the interested 
buyers and to acquaint themselves with the latest marekt developments. The 'Amiga Food 
Fair* is held every second year in Germany. It is the world's largest food fair and is remarkably 
suited for promotional activities directed at European markets. In addition, visits to the 
Japanese, United States and European markets for shrimp would be beneficial to both private 
sector exporters and government officials, with a view to developing good linkages and 
communications, as well as improving the image of Bangladesh shrimp in the market countries. 
5.12 Government Policies and Incentives 
The country has sought to promote export growth of shrimp by using some policy 
measures, over time increased the incentives for exporting, improving or extending the scope 
of the incentives and sometimes added new ones. Policies and incentives regarding shrimp 
are the following: 
As per decision of the Ministry of Commerce, 33 acres of land suitable for shrimp 
culture shall be leased out to 33 entrepreneurs. 
All kinds of assistance such as supply of shrimp larvae, development of mfrastructural 
facilities shall be extended for introduction of improved, traditional and semi-intensive culture 
of shrimp. 
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The system of double checking of shrimp by the Customs Authorities in the port 
areas has been abolished to relieve the exporters of the procedural complications and the 
difficulties relating to exports. The existing provision of examination and inspection of exportable 
shrimp by the customs in the processing plants will, however, remain in force. 
Emphasis has been laid on scientific culture of shrimp for increasing the production 
and export of shrimp. With this end in view, measures are being adopted including the setting 
up of a Shrimp Culture Development Board, recognising shrimp hatchery as industry, 
developing a credit assurance fund to channelise necessary credit to the shrimp cultivators 
and reducing duties on the importation of equipments needed for shrimp culture. 
5.13 Marketing Constraints of Shrimp 
Increasing demand for Bangladesh's shrimp and the awareness of the potential were 
appreciated and its development was given due attention. At present, shrimp ranks third 
amongst the top foreign exchange earners. But the present international phenomena, which 
is unprecedented due to declining trend in consumption in the foreign markets, protected 
recession, tough price competition etc. has been hampering the growth of shrimp. Apart from 
the international constraints, the domestic factors such as fry crisis, inadequate credit facilities, 
lack of proper incentives, lack of proper infrastructure, dearth of quality packaging etc. have 
slowed down the exports of shrimp from Bangladesh. The various constraints at domestic 
and international level are discussed below. 
5.13.1 Domestic Constraints 
The following internal factors are responsible for slowing down the speed of shrimp 
exports: 
5.13.1.1 Acute Shr imp Fry Crisis 
Pisciculturists in country's coastal belt are facing uncertainty due to an acute crisis 
of shrimp fry (renu pona) although the season for releasing of fry is about to reach its peak. 
Shrimp has long been regarded as "white gold" in the coastal region since it is the third 
largest forex earner of the country. Every year, about three bilhon post larvae (young shrimp) 
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are collected naturally from the Bay of Bengal and its tributaries for cultivation of shrimp. 
Of them, 50 per cent die before reaching fields due to rough handling and bad transportation. 
The rest is procured through import from Thailand and Taiwan and off the record from India. 
Non-availability of fry in the coastal belt of the Bay of Bengal has contributed to 
the shooting up of prices in recent days. A number of unscrupulous businessmen engaged 
in the trade of shrimp fry allegedly increased the price of fry to Taka 4000 from Taka 1500 
per thousand pieces suddenly taking advantage of the crisis. Despite the high prices, many 
farmers are not getting their required amount. Many of the growers expressed concern that 
exorbitant prices would severely affect their profitability. 
Hauling of mother shrimps by foreign trawlers in the deep sea is being seen as a 
major cause behind the dwindling flow of fry. Each of the mother (brood) shrimp sells at 
US $ 500 at hatcheries in Thailand and Taiwan. According to sources a brood shrimp 
lays eggs between 0.25 million to 1 million during her life period. 
The annual requirement of black tiger fry is around 4 billion pieces. Of this, the 
local supply is around 20 million pieces while legal import from India is around one billion 
pieces. Through informal channel, another 800 million comes from India. The shrimp producers 
are frantically looking for new sources for meeting the demand of the rest two bflKon. Recently, 
Malaysia has been identified as another potential source for black tiger fry. Comparatively 
Malaysian fries are better both in quality and price than the Indians. Indians charge US $ 
22 to 25 per thousand pieces while the Malaysian price varies from US $ 14 to 18 per 
thousand pieces. 
5.13.1.2 Lack of Adequate Working Capital and Export Credit 
Many of the producers are not able to utilize their installed capacity fully due to lack 
of adequate working capital and therefore required export credit facilities. The problem 
aggravated further due to unprecedented floods of 1988, abnormal price fall (about 50%) 
in the world market during 1988-89, the Gulf War and the devastating cyclone of April 1991. 
Due to onslaught of these national and international calamities, many of our shrimp producing 
units became paralysed or inoperative. Owing to improper implementation of the Government 
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decisions towards rehabilitation of the sector, it has not yet been able to gain the required 
momentum [Alam, 1995]. Shrimp growers urged the authorities concerned to take initiative 
to provide the poor cultivators with bank loan to carry out their new occupation smoothly. 
5.13.1.3 Lack of Proper Incentives 
Processing units were allowed to pay 9 per cent interest on working capital and export 
performance benefit (XPB) as an incentive to boost up export. But recently an interest rate 
of 15 percent is charged against the Government Export Policy rate of 9 per cent. In order 
to keep our prices competitive with those of neighbouring countries, XPB benefit abolished 
from 01.01.1992 without any alternative incentive being provided. As a result the exporters 
of shrimp have been left out without any encouraging incentive or cash subsidy etc. Due 
to absence of direct incentives to the exporters, the policy of indirect incentives by the 
Government can also not be successfully materialised [Alam, 1995]. Therefore, the exporters 
of shrimp are now facing difficulty and threat in competing in the international market. 
5.13.1.4 Lack of Technical Know-How 
Lack of technical advancement results in the low productivity of shrimp in Bangladesh. 
Farmers are not yet introduced with the modern know-how like semi-intensive method that 
can lead them to higher productivity. That is the main reason, Bangladesh is lagging behind 
the other neighbouring countries. 
5.13.1.5 Lack of Proper Infrastructure 
Infrastructure is a critical variable in the analysis of a foreign economy. When 
considering the potential profitability of operations in a given country, the international marketer 
must evaluate the infrastructure constraints as well as the market potential for the firm's products 
[Terpstra, 1983]. 
The shrimp cultivation in the coastal belt is being seriously affected due to lack of 
proper infrastructure. This problem is reflected by the existence of the following hindrances: 
Lack of hatcheries to ensure the collection of larvae. 
Lack of good communication network (road, transport, bridge etc.) 
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High rates of electricity and irregular supply. 
Complexity in obtaining "Khass land " for the promoters. 
Lack of freezing facilities nearer to the cultivated areas. 
Difficulties in submitting farm layout and design. 
5.13.1.6 Quality Control 
Quality control is essential for exporting shrimp to foreign markets. Because the 
processing of the items is complicated and any carelessness might bring contamination of germs 
causing health hazards. The importing countries are very much cautious about the quality 
of shrimp at present. But Bangladesh have been facing problem in controlling the quality 
due to malpractices by some unscrupulous exporters. In fact, foreign buyers are not satisfied 
with our performance. As a result, Bangladesh is losing her international market share. As 
a precautionary measure from the fiscal year 1996-97 quota system has been introduced 
for shrimp export with a view to achieve qulaity control for increasing the demand for 
Bangladesh shrimp in the international markets. Along with the introduction of the quota system, 
some regulations have also been introduced as control mechanism. [The New Nation, 1996]. 
5.13.1.7 Shortage of Quality Packaging Material 
Bangladesh is under pressure from shrimp importing countries to improve the quality 
of packaging material with a view to precluding contamination of the products. 
Although it is one of the most vital elements in marketing strategy, the exporters 
failed to take care of the matter due to lack of quality packaging material As a result, exports 
of shrimp from Bangladesh have been facing serious challenges in developed countries. Supply 
of shrimp in sub-standard cartons has already caused a poor impression among the buyers 
about Bangladesh products. Countries in European Union and the US, the major buyers 
of Bangladeshi shrimp have been persisting their demand for improving the quality of the 
products and the packaging material over the last few months. Some Japanese firms have 
already expressed their unwillingness to buy Bangladeshi products and reportedly turned to 
other sources. 
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Frozen food exporters alleged that the quality of packaging material available in the 
country was not upto the buyers requirements and also not strong enough to protect the 
product and sometime caused impairing the organodeptic characteristics of the products. 
As a result, the exporters, specially the frozen food exporters, used the imported cartons 
for export purposes. But a sudden ban on the import of packaging material to help flourish 
the local packaging industries in February 1995, hampered the export of shrimp to a great 
extent 
The government imposed the ban to force the garments industry to use local packaging 
materials, but the blanket ban affected the export of frozen foods badly. The government 
later lifted the ban for export products facing sharp reaction from exporters, but the bureaucratic 
bottlenecks and procedural complexities stand in the way of obtaining government approval 
for packaging material. 
5.13.2 Constraints in Target Markets 
The main international factors inhibiting Bangladesh's shrimp exports are as follows: 
During the last decade, country's economists and knowledgeable shrimp trade and 
industry personnel have either forecasted or documented that if existing patterns and trends 
in the world shrimp production and trade continue, especially in value, inventories and price 
movements, further expansion of area under production will face serious problems. The 
problem which has jeopardised our exporters most is the declining trend in consumption in 
the markets, especially in Japan and USA where Bangladesh exports around 53 per cent 
of her shrimp. A protected recession in the USA has led to a decline in the per capita 
shrimp consumption which ultimately caused for slowing down the growth of the global shrimp 
industry. In Japanese market, the export performance of our shrimp has gradually been declining 
because of the product characteristics. Japanese consumers prefer to consume "Chinese 
white shrimp" which accounted for bout 75 per cent of Japanese shrimp imports in 1993. 
Unfortunately Bangladesh cannot produce this type of product. As a result, Bangladesh has 
gradually been loosing her market share to Japan. [Bhuiyan & Bhattacharjee, 1995]. 
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European consumers where Bangladesh exports almost 30 per cent of her total shrimp, 
prefer" cold water species". On the contrary, the importance of "warm water shrimp" which 
Bangladesh supplies to EU market is decreasing. Therefore, in the export market of shrimp. 
Bangladeshi product faces the product specification problem seriously. Because of seasonality 
in nature of cultured shrimp which Bangladesh produces, despite vast market for cultured 
shrimp, particularly in EU countries, our product can not cope with the demand throughout 
the year. As a result, producing countries having the scientific preservation system get a better 
position in capturing the world market share. Bangladesh is also facing tough competition 
in price to compete in the international market for shrimp. This is because of two factors. 
Firstly, less supply compared to demand within the country attributed high price of raw material 
and secondly, low yield per acre compared to China, Philippine, Thailand and India makes 
Bangladesh products costly. 
Exporters of our country also face the problem of managing orders, shipping 
arrangement and bio-physio constraints in the international market. In the Japanese and 
EU market any shrimp shipment with slightest trace of pesticide or antibiotics causes cent 
percent rejection of total consignment. 
5.14 Future Prospects of Shrimp Exports 
Bangladesh is now the ninth largest shrimp producer in the world with 
production of 30,000 metric tons in 1996. At present Bangladesh earns foreign exchange 
worth more than US $ 0.75 million per day on an average through export of shrimp. During 
1995-96 financial year, the export earning from this sector was US $ 270.51 million, whereas 
during 1985-86 this was only US $ 90.74 million. Shrimp export constitutes about 7 per 
cent of the total export earnings of the country. Increasing demand in the importing countries 
and a drop in the production in China, Taiwan and Indonesia, have presented opportunity 
for Bangladesh to increase its market share manifold. 
The abundant water, land and fry resources also place Bangladesh in a unique position 
to produce cultured shrimp at production cost as low as compared to any one in the world. 
The production cost of Asian exporting countries is two-fold higher as compared to Bangladesh. 
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Therefore, considering the cost of production for shrimp, the future prospects to earn foreign 
currencies through exporting shrimp appeared to have been splendid provided exporters deem 
the hem as seriously as those of readymade garments. An export projection of shrimp from 
1997-98 to 2006-2007 has been shown in Table 5.8. 
Table 5.8: Export Projection for Shrimp 
1997-98 to 2006-2007 
Year(s) Projection 
(Million US $) 
1997-98 325.73 
1998-99 
1999-2000 
2000-2001 
2001-2002 
2002-2003 
2003-2004 
366.28 
411.89 
463.17 
Growth Rate* 
520 84 Per a n n u m = 12.45 per cent 
585.69 
658.62 
2004-2005 
2005-2006 
740.62 
832.84 
2006-2007 936.54 
Source: The table has been prepared by applying the method of exponential curve for trend values 
to the acutal data for the year 1980-81 to 1995-96 obtained from the Export Promotion 
Bureau, Bangladesh. 
* The compound growth rate under the method of exponential curve for trend values 
is calculated by regressing all the values of variable studied within the relevant period 
over time, using the following logarithmic form: 
Y = ab' 
log Y = log a + log b 
where, Y = Exports; and b = Growth rate/Slope coefficient. 
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Considering all the relevant parameters, the export projections of shrimp have been 
calculated as shown in Table 5.8. The projections reveal that exports of shrimp are likely 
to rise to a level of US $ 936.54 million in 2006-2007. The projections have been calculated 
after critical evaluation of the relevant parameters and by using the method of exponential 
curve for trend values which indicated that a compound annual average growth rate of 12.45 
per cent in exports could be expected during the period 1997-98 to 2006-2007. According 
to experts' opinion, if the private sector initiative in the sector that has developed along 
the coastal belt gets proper help and assistance from the Government this sector will be 
able to earn foreign exchange worth US $ 1250 million every year during the next five years. 
Shrimp as a food item is rapidly gaining popularity in a large number of countries 
and it is also having diversified use gradually. Demand for shrimp is forecasted to soon 
reach more than 3 million tons a year. No longer limited by supply shrimp is now within 
the purchasing power of more consumers. Particularly in Japan, USA and the EU countries, 
demand for shrimp is expected to grow rapidly. In view of this increasing trend of demand 
and the diversified use of shrimp all over the world, it can be said with much emphasis 
that Bangladesh has enormous propsects for increasing her volume of shrimp exports in 
the coming years. 
5.15 Recommendations 
Bangladesh is one of the few countries in the world with vast potential for shrimp. 
In veiw of its foreign exchange potential, shrimp farming is identified as an extreme focus 
area for development. The government have already recognized shrimp culture, hatchery etc. 
as an industry and have also given it the status of 100 per cent export-oriented industry. 
Bangladesh has great potential for shrimp acquaculture in terms of unpolluted water bodies, 
periodic monsoon rains, temperature of tropical climate and abundance of cultivable species. 
The productivity can be improved with systematic and controlled scientific methods using 
marine, brackish water and inland resources. 
At present, the shrimp farmers in Bangladesh are producing 150 to 200 kgs per 
acre by traditional method which could be raised to 2000 kgs per acre under semi-intensive 
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method. The semi -intensive shrimp culture is a relatively new device of shrimp cultivation 
which needs both patronage and practice by the interested quarters. It also needs increased 
flow of financing together with constant and rigid follow ups. The pioneering role in shrimp 
culture by the way of providing finance, technical advice and close follow-up efforts was 
played in the private sector by the Saudi-Bangladesh Industrial and Agricultural Investment 
Company (SABINCO). It succeeded in achieving a production yield of 1520 kgs per acre 
per year in 1992 under the semi-intensive method. Based on this high-yield production 
technique, others should also follow the production pattern and line which SABINCO followed 
in this field. The shrimp exporters reported that the country needs a transfer of technology, 
modem method of semi-intensive culture, modern knwon-how and feed to boost production 
of shrimp. It is noteworthy that farmers are encouraged to practice semi-intensive culture 
of shrimp which is more ecologically sound. It combines supplementary feeding with natural 
food, and pumping with tidal exchange. 
The semi-intensive method provides gruarantee for maximum returns on minimum land 
use in a scientific manner. It is encouraging to note that our product has already gained 
acceptance and reputation in the international market. The production, now has gone up 
to 273 kgs per acre due to the introduction of improved methods. Moreover, our "mother 
shrimp" which is used for artificial breeding is of one of the best quality in the world. There 
is also ample opportunity for increasing our warm-water shrimp production many times. 
Exporters should try to be aware of all aspects of the export marketing of shrimp, 
including market penetration, product development, processing, packaging, branding, pricing, 
distribution and promotion. Since the different aspects of market are constantly subject to 
change, exporters need to develop linkages to the markets which will keep them informed. 
This knowledge will strengthen the exporters' position in negotiating with buyers. 
Experts opined that since Bangladesh had a comparative cost advantage over China, 
Thailand and Taiwan because of its cheap farm labour, low cost of wild larvae and suitable 
sea water, Bangladesh can make a major breakthrough in shrimp export by setting up 
joint venture projects like SABINCO with the developed and developing countries and 
introducing semi-intensive shrimp culture. 
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There is no doubt that Bangladesh holds a birght and promising future prospects of 
shrimp export in the intemationl market. If appropriate measures are taken shrimp sector 
will be able to make its due contribution to the economic development through foreign 
exchange earnings. Emphasis should be given to the following aspects on preferential basis: 
i ensuring timely availability of adequate larvae; 
i taking proper steps to increase shrimp production by scientific method; 
m. development of infra structural facilities; 
iv. providing credit facilities and institutional support to the producers and 
exporters; 
v. providing adequate financial and fiscal incentives to the producers and exporters; 
vi developing scientific preservation system; 
vi disseminating market information quickly. 
vifi. maintaining quality control strictly; 
ix. constituting a Board termed as 'Shrimp Development Board' to monitor the overall 
development aspects of the industry; 
x making integrated approach to intensify market promotion measures through 
Bangladesh missions abroad; 
xL conducting continuous market surveys for identifying new markets and demand; 
xn. considering and taking measures for market diversification. 
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EXPORT MARKETING OF KNITWEAR 
6.1 The Industry 
Textile industry is one of the oldest industrial sectors in Bangladesh. Historically it is the 
pioneer of industrialisation in the world. From the beginning of industrial revolution in the 
developed countries textile industry is carrying the traditional history of prosperity [GOB, 1992]. 
The garment industry (both woven and knit) is an important sub-sector of the textile industry 
playing a very significant role in the overall industrialisation of Bangladesh. Though the 
development of knitwear in the export sector started very recently in Bangladesh, it has attained 
prolific importance by earning a substantial amount of foreign exchange. The knit sector of 
the industry which until early eighties mainly catered the domestic market, entered into the 
export arena during late eighties and has emerged as a cist growing export sector contributing 
15.41 per cent of the total foreign exchange earnings of Bangladesh during the fiscal year 
1995-96. 
Bangladesh knit garments are now being exported to more than 45 countries of the world, 
have earned reputation in the importing countries over the years and Bangladesh is now 
considered as a dependable and reliable source of supply of knit garments. This will be evident 
from the fact that export of knitwear which amounted in value to a modest figure of US 
$ 14.84 million in 1989-90 registered a phenomenal increase to US $ 598.32 million in 
1995-96 fiscal year, an increase of about 3932 per cent and which was 52.14 per cent 
higher compared to the export earning of the preceeding year. This growth has been possible 
because of prevailing favourable conditions and the liberal and flexible attitude of the Government 
towards this sector in the early nineties. 
The annual compound growth rate of the knitwear industry's export earnings computed 
at 50.31 per cent, signifies the highest rate of growth among all manufacturing and service 
sectors of the country. The growth factors, inter alia, can be identified as follows: 
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usage of simple labour intensive technology; 
requirement of comparatively low capital investment; 
the gestation period is low as machinery is available at nominal lead 
time; 
conducive incentives like bonded warehouse facilities (BWF), duty free 
import of raw materials against back to back L/C, tax exemption and; 
high turnover ratio to investment compared to conventional industries. 
There are about more than 300 export oriented knit garment industries in 
Bangladesh. Out of these, 170 units are in, operation and the rest are either under 
implementation or stuck up or out of operation. The total annual production capacity 
of 170 units is 12.75 million dozen of knit garments approximately and the export 
from the country in 1992-93 was 10.66 million dozen, which indicates a capacity 
utilization of about 84 per cent by these existing knitwear manufacturing units in the 
country [Chowdhury, 1994]. 
6.2 Employment in the Industry 
The readymade garments (RMG) industry provided direct employment to about 
700,000 persons and including its linkages with other sectors, it may be employing 
over 1.0 million persons in Bangladesh (Table 6.1). Over 78 per cent of them are 
women who in the past did not have any employment opportunity in the organised 
industrial sector. For the first time in the history of Bangladesh, this industry has 
created significantly large employment for the womenfolk in an organised industrial 
sector [Quasem, 1992]. 
Such an increase in employment has taken place over a short period and the 
rising trend of export of garments, indicates the omnipotent role it is expected to 
perform in the Bangladesh economy. An important new dimension of RMG exports 
has been the faster growth of higher value-added knitwears component which is 
expected to grow even at faster rates in the future [Haque, 1994]. In general this 
international industry has always been characterised by low labour cost which makes 
it consistent with Bangladesh's comparative advantage. 
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Table 6.1: Industry Position and Employment in the Textile Industry as 
on December 31, 1993. 
Sector Number of Industries 
Domestic Export Employment 
Oriented (Numbers) 
1. YARN 
-Fibre Manufacturing 02 — 50 
-Yarn Manufacturing 78 06 92654 
-Preparatory Industries 215 01 8593 
2. FABRIC FORMING 
-Weaving 1112 99 1,21,971 
-Non-woven Fabrics — — 
-Knitted Fabrics 425 284 76,081 
-Crocheted Fabrics — — -
3. DYEING, PRINTING 
&FINISHING 317 28 22,213 
4. GARMENT 
-Clothing Industries 109 1558 6,81,630 
-Garments Processing 09 18 2,539 
Industries 
-Clothing (Garments 110 21 3,590 
Accessories Industries) 
-Other Textile Industries 12 15 799 
Total 2389 2030 1,01,0120 
Source: M. Shamsul Haque, A key note speech in the BGMEA Seminar on 'The Impact 
of Regional Economic and Trade Agreement such as NAFTA, EEC, ASEAN and 
SAPTA on Garment Industry of Bangladesh, May 6, 1994, p.4. 
In highly competitive international market, it is the price and quality which 
determine the competitive position of a supplier. On the account of price, Bangladesh 
can beat all its competitors. Price is related to cost of production which in case 
of apparel industry is greatly determined by the labour costs. Wages in Bangladesh 
are remarkably low. Naturally it will continue to enjoy competitive advantages in 
international markets because it has virtually unlimited supply of cheap labour who 
can learn the low technology operation necessary in producing RMG without much 
investment in terms of money and time. That Bangladesh has a tremendous labour-
cost advantage can be seen by looking at the comparative average hourly wages 
(including fringe benefits) of some countries, both developed and developing furnished 
in Table 6.2 [Siddiqui, 1995]. From Table 6.2, one can easily observe that the 
labour cost is the lowest in Bangladesh. 
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Table 6.2: Comparative Average Hourly Wages in RMG Industry 
Country Average Hourly Wages 
(US Dollar) 
Germany 25.00 
USA 16.00 
South Korea 5.00 
Hong Kong 3.90 
Turkey 3.50 
Mexico 2.40 
Brazil 1.50 
Malaysia 1.20 
Thailand 1.00 
India 0.60 
Sri Lanka 0.45 
Pakistan 0.40 
Indonesia 0.40 
Vietnam 0.40 
Bangladesh 0.20 
Source: 1. The Economist, October 1-7, 1994. 
2. Textiles and Clothing: An Introduction to Quality Requirements in Selected 
Markets, ITC/UNCTAD/GATT, Geneva, 1994. 
6.3 Value Addition in RMG and Knit Garments 
Notwithstanding a decade of sustained growth, value addition from RMG exports 
has remained as low as 25 per cent to 30 per cent of its total export value with 
very little progress in evidence in the way of backward linkage.* Virtually all 
intermediate inputs from fabrics, to accessories, to design are imported so that the 
principal component of Bangladesh's RMG export earnings remained embodied in 
•Backward linkage refers to the value added portion of a finished product, e.g. supplying 
fabric is a backward linkage to the cutting and sewing of the garment. 
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the wages, salaries and profits locally derived from the processing of the imported 
intermediate inputs. Thus RMG export growth is sustained by a corresponding level 
of import growth which significantly reduces the net earnings from total RMG exports. 
For example in 1994, the gross earnings stood at US $ 1290 million as opposed 
to net earnings of US $ 388 million [CPD, 1995]. 
The very low level of value addition taking place from RMG exports poses both 
problems and opportunities, The growth of RMG exports has been dependent on 
the reserve markets provided in the way of export quotas reserved for Bangladesh 
in specific North American and European Community markets under the Multi Fibre 
Arrangement (MFA). This protected market regime will be phased out with the demise 
of the MFA in the next 8 years, thereby, exposing Bangladesh to much more 
competitive export regime, particularly, from more diversified economies with mature 
integrated textile industries. This potential hazard to the sustainability of our RMG 
exports does, however, open up enormous potential for an altogether new set of 
export opportunities targeted to capturing the 60-70% of value added lost to imports 
[CPD, 1995]. The minimum value addition limits for RMG is shown in Table 6.3. 
Table 6.3: Required Minimum Local Value Addion for RMG 
under back to back L/Cs 
Type of 
Garments 
Knit Garments 
Woven Garments I 
Woven Garments II 
Woven Garments III 
Baby Garments 
Sweater 
Ranges of the 
Export L/C 
Value 
All Exports 
<$40 
S40-S60 
>$60 
All Exports 
All Exports 
F.E.Circular NoJ4 
June, 1994 
Quota 
50% 
30% 
25% 
25% 
— 
— 
Non-
Quota 
40% 
25% 
25% 
25% 
— 
— 
F.E Circular No.45 
February,1995 
Quota 
25% 
25% 
25% 
20% 
20% 
25% 
Non-
Quota 
25% 
25% 
25% 
15% 
20% 
25% 
N.B. Value addition per dozen would in no way be less than $ 12. 
Source: Exchange Control Department, Bangladesh Bank. 
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The minimum value addition limits, as shown in Table 6.3 require, exporters to 
add a certain percentage of the total export earnings locally and also sets the limits 
for the amount for which back to back L/Cs can be opened. Between RMG and 
knitted garments, the latter has relatively stronger local linkages in terms of knit fabrics 
and the value addition requirements are correspondingly fixed at higher levels while 
accessories and packaging materials are now increasingly produced domestically 
[CPD, 1995]. 
Since most of the cost of garment knitted in Bangladesh lies in the cost of the 
fabric, any means whereby the fabrics can be produced locally will be the most 
obvious route to increasing the value addition. There is a desperate need throughout 
the industry for good quality locally knitted fabrics. Apart from the potential to increase 
the value addition there are more practical reasons why every effort should be made 
to make available local fabrics of the right quality. To illustrate how much time is needed 
to procure fabrics from abroad, a breakdown of a typical lead-time is given below 
[Brook, 1992]: 
Typical Manufacturing Cycle 
Opening of L/C 
Confirmation by bank 
Fabric production 
Shipping time 
Clearance etc. 
Overland to Dhaka 
Garment manufacture 
Overland to Chittagong 
Clearance etc. 
Shipping time 
-
-
-
-
-
-
-
-
-
-
1 week 
1-2 weeks 
30 days (i.e. on ship,Hong 
Kong) 
20-30 days to Chittagong 
2-3 days 
1 week 
2-3 weeks 
1-2 days 
2-4 days 
35 days (to New York) 
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6.4 Review of Export Performance of Knitwear 
Among the non-traditional hems, knitwear product is the most important items and 
it has been playing an increasingly pivotal role in the export earnings. Knitwear products have 
recently occupied a prominent place in the list of exportable hems earning considerable amount 
of foreign exchange. At present knitwear is the second largest foreign exchange earner of 
the country. 
6.4.1 Level and Trends of Export Earnings 
Though it was originally projected that an amount of US $ 380 million would be 
earned by exporting knitwear products during 1995-96 but infect foreign exchange worth 
US $ 598.32 million has been earned during the 1995-96 period, compared to only US 
$ 118.60 million in 1991-92 and US $ 204.55 million during 1992-93. The contribution 
of these hems to the total foreign earnings was 15.41 per cent in 1995-96 (Table 6.4). 
Table 6.4: Exports of Knitwear and Total Export 
1989-90 to 1995-96 
Yeai{s) 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
Value of 
Export 
of Knitwear 
(Million 
USS) 
14.84 
131.20 
118.57 
204.55 
264.14 
393.26 
598.32 
Annual Growth 
Rate (Percentage 
Change in 
Exports Over 
Previous Year) 
784.10 
(-)9.63 
72.51 
29.13 
48.88 
52.14 
Index Number Country's 
of Export Total Export 
Earnings (Million 
(1989-90= US $) 
100) 
100 
884.10 
798.99 
1378.37 
1779.92 
2650.00 
4031.81 
1523.71 
1717.55 
1993.92 
2382.89 
2533.90 
3472.57 
3882.42 
Percentage 
Share of 
Knitwear in 
Total Export 
0.97 
7.64 
5.95 
8.58 
10.42 
11.32 
15.41 
Source: Export from Bangladesh 1972-73 to 1995-96, EPB. 
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Table 6.4 depicts that export earnings from knitwear increased from US $ 14.84 
million in 1989-90 to a whopping amount of US $ 598.32 million in 1995-96, representing 
a spectacular increase of 40 times in a period of just seven years. Table 6.4 also shows 
that the exports of knitwear is increasing every year. The exports of knitwear started with 
US $ 14.84 million in 1989-90 and increased to US $ 264.14 million in 1993-94 and increased 
further to US $ 393.26 million in 1994-95 and in 1995-96 increased to the tune of US 
$ 598.32 million. Due to simple labour intensive activity and low capital investment the country's 
share of knitwear in total export has increased from only 0.97 per cent in 1989-90 to 15.41 
per cent in 1995-96. Our exports of knitwear in 1995-96 were a merely 1.47 per cent 
of total world exports. Knitwear products demand is generally seasonal. Items such as 
T-shirts, pullovers, jerseys, tank tops, cardigans, ladies blouses, sleeping gowns, socks, children 
wear, night dress are still in great demand abroad and can easily be exported. 
Analysis of export performance of knitwear products during the period under review 
indicates that the export value of knitwear increased 5 times. The value of exports of knitwear 
was estimated to be US $ 14.84 million in 1989-90 and the same increased to US $ 598.32 
million in 1995-96. This indicates a highly impressive performance in export value. 
During the period under review annual compound growth rate of knitwear exports 
was 50.31 percent. The growth rate of export was measured by applying the method of 
exponential curve. The trend equation computed on the basis of data for the study period 
may be stated as under: 
In KNIT = -997.60 + 0.50t 
R2 = 0.820 
R2 = 0.784 
t value = 4.774 
F value = 22.787 
D.W. statistics = 2.093 
F-test and t-test have been applied to test the significance of the growth rate, which 
was found to be significant at .001 leveL Observed t = 4.774 and coefficient of determination 
R2 = 0.820 revealed that there is a significant increase in annual export earnings over time. 
D.W. = 2.093 reveals that there is no auto-correlation within the variables. 
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Share in 
1989-90 
80.50 
15.11 
0.07 
--
0.63 
3.69 
percent 
1995-96 
72.85 
23.20 
0.42 
0.07 
0.03 
3.43 
6.4.2 Regionwise Export Destinations of Knitwear 
The export performance of knitwear products has been satisfactory due to the 
acceptability to European Union (EU) and American markets. A regionwise analysis of knitwear 
and its major results are furnished in Table 6.5 
Table 6.5: Regionwise Destination of Knitwear Exports from Bangladesh 
A Comparison between 1989-90 and 1995-96 
(Calculated from Dollar Values) 
Region 
EU 
America 
Asia 
Oceania 
Middle East 
Others 
Total 100.00 100.00 
Source: 1. Bangladesh Export Statistics, Various Issues, EPB. 
2. Annual Export Receipts, Various Issues, Bangladesh Bank 
Table 6.5 depicts that a sizeable portion of knitwear exports has been destined to 
European Union and American region. EU and American region have constituted important 
markets for knitwear. These regions together accounted for 95.61 per cent of knitwear exports 
during the year 1989-90. In 1995-96 the share has slightly increased and it was 96.05 per 
cent. EU has remained as the largest market with a share of 72.85 per cent followed by 
American region 23.20 per cent during the year 1995-96. Other regions like Asia, Oceania 
and Middle East found very insignificant position of knitwear exports from Bangladesh. 
The main items of knitwear exported to EU markets are T-shirts, tank tops, poloshirts, 
sweaters, pullovers, jerseys, cardigans, ladies blouses and skirts, shorts and trousers, briefs, 
socks and gloves. The main competitors of Bangladesh in these markets are China, Hong 
Kong, India, Philippines, Indonesia, South Korea, Turkey, Thailand, Taiwan and Singapore. 
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6.4.3 Countrywise Export Destinations of Knitwear 
Countrywise analysis of export performance in knitwear shows that largest importing 
country of knitwear from Bangladesh is the USA and the second and third largest buyers 
are Germany and UK respectively. Fourth and fifth biggest importers of knitwear from 
Bangladesh are France and the Netherlands (Table 6.6). Table 6.6 also reveals that during 
1995-96 USA, Germany, UK, France and the Netherlands constituted biggest markets for 
knitwear export by accounting for 80.63 per cent. The other importing countries are Italy, 
Belgium, Denmark, Canada and Japan. 
During the fiscal year 1989-90, the most important importer of knitwear products 
from Bangladesh was Germany (30.06%), followed by UK (18.28%) and USA (13.64%). 
Exports to Germany increased from US $ 4.46 million in 1989-90 to US $ 107.95 million 
in 1995-96 but its share reduced from 30.06 per cent to 18.04 per cent during the same 
period (Table 6.6). On the contrary, exports of knitwear to USA increased from US $ 2.02 
million in 1989-90 to US $ 121.38 million in 1995-96 and its share also increased from 
13.64 per cent to 20.29 per cent in the same year. 
The same was observed in the case of UK Exports of knitwear to UK increased 
from US $ 2.71 million in 1989-90 to US $ 114.99 million in 1995-96 and its share slightly 
increased from 18.28 per cent to 19.22 per cent during the same period. Belgium and Canada 
may be the potential markets for further exports. Exports of knitwear to both these countries 
are increasing year by year. It is clear from the Table 6.6 that the major markets for knitwear 
products are the USA and Germany. UK, France and the Netherlands are the third, fourth 
and fifth major markets which offer excellent scope for knitwear products. Belgium, Canada 
and Japan are also the major importing countries of knitwear in the world market. But export 
from Bangladesh to such countries is found to be quite negligible. 
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Col^v^!31 
USA 
Germany 
UK 
France 
Netherlands 
Italy 
Denmark 
Belgium 
Canada 
Japan 
Others 
Total 
Table 6.6: 
r 1989-90 
2.02 
(13.64) 
4.46 
(30.06) 
2.71 
(18.28) 
1.40 
(9.42) 
1.32 
(8.92) 
1.46 
(9.86) 
0.43 
(2.89) 
0.17 
(1.17) 
0.22 
(1.47) 
0.01 
(0.07) 
0.64 
(4.22) 
14.84 
(100.00) 
Geographical Distribution of Knitwear Exports 
1990-91 
33.55 
(25.57) 
31.72 
(24.18) 
16.83 
(12.83) 
12.06 
(9.19) 
8.96 
(6.83) 
11.23 
(8.60) 
2.16 
(1.64) 
6.22 
(4.74) 
2.45 
(1.87) 
0.29 
(0.22) 
5.73 
(4.37) 
131.20 
(100.00) 
1989-90 to 
1991-92 
28.04 
(23.65) 
28.87 
(24.35) 
14.09 
(11.88) 
12.83 
(10.82) 
13.05 
(11.00) 
10.09 
(8.51) 
2.27 
(1.92) 
1.80 
(1.52) 
2.00 
(1.69) 
0.22 
(0.19) 
5.31 
(4.48) 
118.57 
(100.00) 
1995-96 
1992-93 
49.54 
(24.22) 
46.57 
(22.77) 
27.42 
(13.41) 
19.41 
(9.49) 
19.94 
(9.75) 
10.03 
(4.9) 
5.76 
(281) 
5.43 
(2.65) 
7.62 
(3.73) 
0.87 
(043) 
11.96 
(5.85) 
204.55 
(100.00) 
(Value in Million US $) 
1993-94 
40.96 
(15.51) 
61.34 
(23.22) 
52.07 
(19.71) 
29.16 
(11.04) 
28.07 
(10.63) 
12.80 
(4.85) 
11.62 
(4.40) 
3.63 
(1-37) 
7.93 
(3.0) 
0.78 
(0.30) 
15.78 
(5.97) 
264.14 
(100.00) 
1994-95 
98.02 
1995-96 
121.38 
(24.92) (20.29) 
71.83 107.95 
(18.27) (18.04) 
66.45 114.99 
(16.90) (19.22) 
41.25 77.39 
(10.49) (12.93) 
32.73 60.71 
(8.32) (10.15) 
13.08 
(3.33) 
18.46 
(4.70) 
10.22 
(2.60) 
12.40 
(3.15) 
1.82 
(0.46) 
26.99 
(6.86) 
393.26 
14.79 
(2.47) 
25.50 
(4.26) 
26.55 
(4.44) 
16.66 
(2.78) 
0.48 
(0.08) 
31.92 
(5.33) 
598.32 
(100.00) (100.00) 
Source: Bangladesh Export Statistics, Various Issues, EPB. 
Note: Figures in the parenthesis indicate share in per cent. 
From the above analysis it is clear that the major market for Bangladesh knitwear 
is the EU. The USA is the second major market which offers tremendous scope for knitwear 
products. The export efforts to boost the knit garments can help in capturing new markets 
and increasing Bangladesh's share in the existing markets. There is also a need for exploring 
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some of the markets in Middle East and Gulf States. Similarly some of the African countries 
like Algeria, Libya and Nigeria could be promising markets. It may be possible for Bangladesh 
to increase her exports to these countries if well coordinated efforts are made by the 
Government in collaboration with the existing and potential knitwear manufacturers or exporters 
and given necessary incentives and encouragement, Bangladesh can fetch higher share of the 
global trade in knitwear. 
6.5 Global Trade of Knitwear 
Nowadays, the world trade is on its boom Almost every country is engaged in 
international trade. Most of the industrialised nations are trying to introduce their products 
on a global scale, thus engaging into global marketing, which is in fact the requirement for 
the future [Azad & Tahiker, 1989]. 
It has been found that the global trade of knitwear is expanding gradually. In the 
world market the prime importers of knitwear are the USA, UK, Germany, Canada and 
Japan while the major exporters are Hong Kong, South Korea, Thailand, Portugal Turkey, 
India, Pakistan, and Bangladesh. Imports of knitwear by the major importing countries as 
well as the global imports for the period from 1988 to 1992 are presented in Table 6.7. 
Table 6.7: Import by Major Importing Countries and the Global Trade of 
Knitwear 1988 to 1992 
(Value in Million US $) 
"^^ Year 
Importing-^^,^ 1988 
Countries ^ " ^ ^ 
USA 
EEC 
Japan 
Czinada 
Others 
Total 
6884.61 
(39.53) 
7378.36 
(42.36) 
1253.29 
(7.20) 
339.77 
(195) 
1560.97 
(8%) 
17417.00 
(100) 
1989 
5830.32 
(34.12) 
7848.83 
(45.93) 
1363.93 
(7.98) 
380.10 
(2.22) 
1666.82 
(9.75) 
17090.00 
(100) 
1990 
6138.32 
(29.57) 
10646.98 
(51.29) 
1275.82 
(6.15) 
429.42 
(2.07) 
2268.75 
(10.93) 
20759.00 
(100) 
1991 
6394.39 
(26.33) 
12807.01 
(52.74) 
1606.35 
(6.62) 
410.71 
(1.69) 
3063.54 
(12.62) 
24282.00 
(100) 
1992 
7832.90 
(28.04) 
14423.67 
(51.63) 
1990.65 
(7.13) 
474.69 
(170) 
3212.09 
(11.50) 
27934.00 
(100) 
Source: Import Tabulation System, ITC/UNCTAD/GATT, Geneva. 
Note: Figures in the parenthesis indicate share in the global trade. 
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Table 6.7 clearly demonstrates that the global import of knitwear and the imports 
by the major importing countries are increasing. Table 6.7 also shows that the global imports 
increased from worth US $ 17,417 million in 1988 to US $ 27,934 million in 1992 registering 
an average annual increase of 12.90 per cent. As an individual importing country, USA 
ranks the first. But the import of knitwear by the EEC (presently EU) as a whole is almost 
double the import of USA. EEC's import constituted 42.36 per cent in 1988 which increased 
to 51.63 per cent of the total global trade in 1992 while that of the USA constituted 28.04 
per cent in 1992. The share of the USA is seen to have decreased over time while that 
of the EEC increased. The knitwear import by Japan and Canada in narrowly fluctuating 
or almost steady. 
6.6 World Exports of Knitwear and Bangladesh's Share 
Notwithstanding Bangladesh entered the export market of knitwear very recently, 
the quantum of exports from Bangladesh and its share in the global trade have been increasing 
gradually. The world exports of knitwear increased from US$ 26137 million in 1991 to US$ 
40714 million in 1995. 
Table &8 : World Exports of Knitwear 
(Value in Million US $ ). 
Year Total World Exports Bangladesh's Exports Bangladesh's Share as 
Percentage of the World 
1991 26136.67 118.57 0.45 
1992 37274.76 204.55 0.55 
1993 35578.72 264.14 0.74 
1994 38281.61 393.26 1.23 
1995 40714.05 598.32 1.47 
Source : 1. Trade Analysis System on Personal Computer (Based on COMTRADE'), ITC/ 
UNSTAT, 1995. 
2. Export from Bangladesh, 1972-73 to 1995-96, EPB. 
Table 6.8 reveals that Bangladesh's exports of knitwear increased from US $ 118.57 
million in 1991 to US $ 598.32 million in 1995. Though the knitwear exports from Bangladesh 
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is seen to have increased at a very high rate, the share of Bangladesh in the world trade 
is very negligible. The share of Bangladesh in the world trade was only 0.45 per cent in 
1991 which stood at 1.47 per cent in 1995. Bangladesh's share in the global trade has been 
consistently increasing but at a very slow rate. 
6.7 Analysis of Export Marketing Mix 
Export marketing mix consists of many decision variables. As such it is necessary 
to make an analysis of each one of the export marketing mix elements of knitwear. The 
following section has been devoted to this purpose. 
6.7.1 Product 
Bangladesh is now capable of offering to the world market a wide range of knit 
garments which include T-shirts, tank tops, polo shirts, pullovers, jerseys, cardigans, ladies 
blouses, shirts, sleeping gowns, socks, men's and ladies briefs, brassieres, childem wear, babies 
wear, pyjama, nightdress, track suits, jogging suits, singlets, beachwear and swim wear, 
underwear, panties, shorts, gloves and mitten. Knitwear is synonymous to hosiery products 
in Bangladesh. Detailed classification of apparel and clothing accessories, knitted or crocheted, 
by Harmonised System Code (HS) has been shown in Appendix-HI. 
6.7.L1 Quality Control 
Quality control, means the establishment and maintenance of acceptable standards of 
size, shape, colour, form, contents etc. of a particular product, and it also involves producing 
the goods in a uniform and consistent manner. While a high quality standard can help the 
exporter penetrate and retain an export market, low quality can throw him out of the market. 
From the national point of view, poor or unreliable quality of the product of an individual 
exporter can have a damaging effect by harming the entire country's reputation as a capable 
supplier of that particular product [EPB, 1990]. 
For the higher price sectors of the garment market quality is an essential requirement 
in the international market. There are several aspects to this issue. Quality is also associated 
with service. It demands a close relationship between retailer and the manufacturer. Quality 
also demands that clothing fits well and is comfortable. 
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It is the common idea in the international clothing trade that those who do not pay 
enough attention to quality and design are very much sensitive to import from low-waged 
developing countries [Saha, 1992]. In Bangladesh most of the knitwear exporting units maintain 
quality standards, based on the specifications stipulated by their foreign buyers. Therefore, 
the articles that are exported are tested for quality standard maintenance. 
It is estimated that most final knitwear products for export represent quality of 
acceptable international level This means that during the last few years the understanding 
of quality factor among Bangladeshi manufacturers has been accepted and adopted. A really 
spectacular progress and quality consciousness is noted in the knitwear sector [Borowiec, 
1992]. 
6.7.1.2 Branding 
In the clothing trade brands and trade marks are an important sales factor particularly 
in the high price sectors. Because it promises a special design, quality and exclusivity. It 
makes an appeal to the consumer's sense of his/her own style. Manufacturers who want to 
work with the brands have to meet several requirements. They need to understand the 
technology of design and grading fabrics. They must be able to produce consistently high 
quality clothing and need an access to timely information on fashion developments. There 
is a great deal of brand imitation, especially for mass products like T-shirts [Saha, 1992]. 
6.7.1.3 Size Marking 
The following body measurements are used in garments : body length, chest size, 
waist and hip size. These four base measurements determie the fit of the garments. 
6.7.1.4 Labelling 
There is an increasing awareness of the need to keep the consumer informed about 
his prospective and actual purchases. Information offered on labels ranges, for example, 
from fibre content to the growing area of consumers safety. Generally there will be two kinds 
of measures : 
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(a) Mandatory requirements like origin marking, fibre content and flammability; 
(b) Voluntary requirements like care labelling/washing instructions and size labelling. 
International care labelling symbols are furnished in Table 6.9 
Table 6.9 : International Care Labelling Symbols 
Indications 
Bleaching 
Tumble Drying 
Ironing 
Dry Cleaning 
Symbols 
A 
• 
B 
B 
£3EEa 
r=^\ 
r^\ 
G) 
Instructions 
Chlorine bleach may be used 
May be tumble dried Where dots appear -
means high heat setting 
means low heat setting 
Hot Iron - Cotton, Lenen, Viscose 
Warm Iron - Polyester mixtures, Wool 
Cool Iron - Acrylic, Nylon, Polyester 
May be dry cleaned 
Other letters and/or a bar beneath the circle 
will indicate the required process to the dry 
cleaner. 
Source : Casual Wear : A Survey of the Netherlands and other Markets in the European Union, 
Rotterdam, CBI, August, 1995; p. 17. 
The labelling information should preferably be printed in the language of the target 
country. However, the English language may also be used if the buyer so desires and sometimes 
both English and the country language are used concurrently. In some cases, the buyer himself 
supplies the labels. 
6.7.2 Pricing 
In deterrnining the pricing of knitwear, the prices of fabrics are ascertained first. The 
price of any knit garments to some extent depends on how much fabrics and accessories 
are required. Because fabric is the prime raw material of knitwear. It is worthwhile to mention 
here that pricing of knit garments should be determined by the manufacturers. But in our 
country, generally pricing of knit garments is determined by the local agents and buying houses 
108 
of the importing countries. If the manufacturers/exporters of knit garments do not obtain 
any supply order from the importers directly in that case they determine the pricing of then-
own manufacturing knit garments. The prices of the total fabrics depend on the grammes 
(GMS) of the yam. Fabrics are the main raw materials of producing knitwear. Basically 75 
per cent fabrics are imported from different countries and rest of the fabrics are supplied 
from the local sources. In knit garments only 25 per cent fabrics are in value addition. 
Manufacturers/exporters of knit garments follow the cost-phis/mark-up pricing method. 
Exporters calculate their cost of production first and then add certain percentage of profit 
to the cost of production. Cost-plus pricing is relatively common in export marketing. Because 
of additional physical distribution expenses, tariffs, and other export costs, foreign prices usually 
are considerably higher than domestic prices for the same product [Stanton, et aL, 1994]. 
Mark-ups vary greatly according to the type of products. It is not possible to draw up a 
schedule of actual mark-ups for each and every product/market combination. Even within 
the same type of combination, different exporters employ different mark-ups, due to variation 
in economic conditions. 
6.7.3 Channel of Distribution 
An export channel of distribution is the chain of marketing agencies linking the producers 
to the final buyers of his product in the foreign target market. In the knitwear exports, if 
the manufacturer/exporter collects export order directly from the importer, after manufacturing 
the final knit products they perform the packaging function and then handover those packaged 
knit products to the shipping lines through the local C&F agent according to the importer's 
specification. On the other hand, if the manufacturers/exporters collect export order through 
the buying houses or local agent of the importer (where direct supervision by the buying 
houses exists), manufacturing knitwears are handed over to them or to airline or shipping 
lines after necessary custom clearance through C&F agents according to the importer's 
direction. After obtaining the imported knit products from the exporters/agents/buying houses, 
importers sell those products to the wholesalers who in turn supply directly to the department 
stores, chain stores, mail-order houses or textile super markets of the importing countries. 
Export chain of knitwear is shown in Figure 6.1: 
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Figure 6.1 : Distribution Channels of Kni twear Product s 
Manufacturers/Exporters 
Buying Agents 
TZZT 
Importers 
—i— 
Wholesalers 
Textile 
Supermarkets 
. ak i . 
1 Consumers * ' 
Figure 6.1 shows that buying agents, importers, wholesalers and department stores are the 
middlemen in the distribution system That is, too many middlemen are involved in the export 
chain of knit garments. 
6.7.4 Promotion 
In order to promote the knit garments in the overseas markets it has been found 
that no serious promotional measure was taken into use. Generally Government agencies Hke 
EPB and private agencies Hke DCCI are involved in the promotional activities. But promotion 
is limited to the participation in the international trade fairs, market enquiries and single country 
trade exhibition abroad. At the private level, sometimes DCCI sends trade delegates to 
the foreign countries for enquiring the export market of knit garments. It has also been found 
during the discussions with the exporters that they collect export orders through personal 
contacts. Apart from this, a few exporters establish and maintain a display centre in the 
commercial area of the big cities in different countries. 
Department 
Stores 
Chain 
Stores 
Mail-order 
House 
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6.7.5 Packaging 
It is obvious that the packaging must be sturdy enough to withstand the various changes 
of hands it is bound to undergo. As required, products should also be protected against 
the damages, changes of temperature, rough handling and theft. Apart from these basics, some 
importers may have specific demands concerning packaging [CBI, 1995]. The first step in 
selecting a package for a market is to determine national preferences and requirements. Then 
the firm must find out how best to meet national preferences [Terpstra, 1983], 
A wide range of packing materials is used for knitwear packaging in Bangladesh. 
Some of the common materials are : paper board, paper cartons, polythene bags, poryprop 
binder, duplex boards etc. The quality of raw materials used for packing is adequate to 
meet the packing requirements of the domestic market. Some of the exporters use good 
quality packing materials as required by the foreign buyers. Normally each article is packed 
in polythene bags which are then put into paper carton boxes at the rate of a dozen in 
each box according to different sizes so that each box contains one size of the articles. 
Earlier the RMG industry would import most of its packaging requirements. The locally 
made materials were often inferior in quality and not up to international standards. But at 
present most of the quality packing material for RMG and knitwears used are domestically 
produced. Cartons, polybags, poryprop binder are now locally made. This trend is encouraging 
for knit garments in Bangladesh. 
6.8 Export Marketing Strategies 
Since product, pricing, distribution and promotion constitute important determinants 
of a country's export performance and competitiveness, therefore, an attempt has been made 
in the following paragraphs to recommend export marketing strategies of knitwear in view 
of the prevailing conditions as mentioned above. 
6.8.1 Product Strategy 
In general, the product being offered to the foreign customers must have something 
special, either in terms of attraction or advantage which will motivate to opt for this one 
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in preference to other [Varshney & Bhattacharyya. 1996]. The product must always be 
evaluated in terms of what the export market wants and can use. Therefore, the exporters 
should give due attention on proper product strategies of the items they export. 
6.8.1.1 Development of New Product Strategy 
Manufacturers /Exporters of knitwear do not follow the strategy of new product 
development seriously, though a few exporters are engaged in product development. As a 
result, knit garment exporters have foiled to capitalize on the diversified needs of the potential 
customers. Strategy should be to develop new products in view of the changing fashion. 
i 
6.8.1.2 Modification of Existing Products 
It has been found that most of the manufacturers/exporters do not use the strategy 
of keep on modifying the exclusive items. However, it is a matter of satisfaction to note 
that the manufacturers have started realising the importance of this product strategy to compete 
in the existing export market with the changing fashion. Strategy should- be to modify some 
knitwear product offerings (shape, design, colour, or other specifications) to gain entry into 
and serve the needs of the export market. Thus, market research should be carried out before 
any decisions are made. Since knitwear products are connected with changing fashion, it is 
essential to know what the customer wants. Once the manufacturer/expjorter obtains a clear 
idea of the requirements of both the final consumer and the middlemen, it should carry out 
a product and market diversification strategy. -, 
6.8.1.3 Branding, Labelling and Packaging *\ 
Branding is an integral part of product strategy. Because branding makes an appeal 
to consumer's sense of his/her style. Therefore, manufacturers/exporters should market their 
knit products under the umbrella of firm/company and design name. A label may be part 
of package, or it may be a tag attached to the product. Obviously there is a close relationship 
among labelling, packaging and branding [Stanton, et ai, 1994]. The language used in labels 
must be understood by the target consumer. Labelling must be supplemented with the local 
language or importer's language side by side with English language. This will help in popularising 
the product in overseas markets. 
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Another aspect of product strategy includes packaging, meaning the final product pack 
for shipment. Quality packing for shipment is vital, even in this day of containerisation and 
air freight systems. Poor quality packing can mean poor quality products, costly delivery and 
storage, and failure to meet legal requirements [O'Reilly, 1985]. Packaging for the domestic 
market need only be attractive; for export purposes it has to be strong and protective as 
well In Bangladesh at present, most of the quality packing materials for knit garments used 
are locally produced, though cost is relatively higher than imported materials. Costs can be 
kept down considerably by the use of the appropriate material. 
6.8.2 Pricing Strategy 
Determining price and formulating pricing strategies are the complex tasks in the export 
marketing. Becuase exporter faces many variables such as currency conversion, differences 
in what is included in price quotations and often a lack of control over middlemen's pricing 
[Stanton, et aL, 1994]. In the case of knitwear product pricing, generally cost-plus pricing 
method is used. The advantage of this method is that the firm is able to recover its entire 
cost of marketing a product in a foreign market. But this pricing method completely ignores 
demand and competitive conditions in the target foreign markets. Therefore, manufaturers/ 
exporters of knit garments may follow the competitor-oriented pricing strategy. This strategy 
only applies where direct competitors exist. This pricing strategy can be very effective in 
knit garments export marketing. 
6.8.3 Channel Strategy 
Channel strategy emerges from the interactions of the export marketing strategy of 
the firm and the environment of each export market at consumer level and at the distribution 
systems leveL The ultimate purpose of the distribution channel decision is the sale of the 
manufacturer's product to final buyers in the foreign markets. 
Maximum knit garment exporting firms depend on the buying agents or houses of 
the importing firm, because it is easier to satisfy the requirements of such intermediaries. But 
at present the large scale retailing such as department stores, chain stores etc. have come 
to hold a position of the knitwear product markets of the developed world. Therefore, lack 
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of direct relationship with such intermediaries has not been a healthy feaure of the country's 
export marketing effort. In that case strategy should be to contact directly to the large scale 
retail houses for the knit garment exports. 
6.8.4 Promotion Strategy 
The buyers in overseas markets need to be informed about the product and its 
usefulness, and have to be persuaded to place sales orders. Overseas sales promotion activities 
may require different promotional measures, depending on the nature of the specific product 
and the specific market. An important strategy of engaging in overseas sales promotion of 
knitwear products may be that of organising in-store exhibitions in reputed department stores 
or chain stores in large cities in the target markets. Such exhibitions provide opportunities 
to promote sales of the knit products directly to the final consumers. 
One of the best strategy for promotion may be to display knit products in international 
specialised trade fairs. This provides an excellent opportunity to prospective exporters for 
exploring and entering into foreign markets and for assessing the range and quality of the 
competition to be encountered in such markets. Strategy should be to participate in the 
specialised trade fairs. Apart from participation in trade fairs, trade missions have also proved 
to be very effective instruments for export promotion purposes. Therefore, exporters 
representatives should develop the habit of undertaking business visits, be it individual or 
in a mission, at regular intervals besides the participation in specialised trade fairs held from 
time to time in foreign countries. This strategy would be more fruitful, economical and effective 
from sales promotion point of view. 
6.9 Export Incentives and Facilities 
A number of incentives and facilities given by the Government to step up the export 
of knitwear and to make the industry commercially well organised are given below: 
6.9.1 Compensatory Cash Assistance (CCA) 
A Compensatory Cash Assistance (CCA) scheme was introduced and administered 
by the Bangladesh Bank to promote backward linkage since 1986. This scheme allowed 
the exporters a cash assistance of 15 per cent of F.O.B. export value. This facility is made 
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available to RMG, knit and specialised textile units which are either not covered by or chose 
not to use the bonded warehouse and duty drawback facilities. The use of this scheme has 
remained limited on account of the reluctance of dealings banks in encouraging exporters 
to avail of this opportunity as banks do not stand to gain financially from this particular type 
of incentive measures. Besides the structure of import duties and VAT rates on imported 
inputs is such that it is profitable for exporters to avail of duty drawback rather than the 
CCA [CPD, 1995]. 
To encourage the backward linkage in the textile and readymade garment sector, the 
Government has allowed 25 per cent compensatory cash assistance in lieu of bonded 
warehouse and duty drawback facility during fiscal year 1995-96 [GOB, 1996]. As the tariff 
rates gradually come down the cash compensation is expected to become more attractive 
than duty drawbacks. In recent years this scheme has been registering some improvement 
in performance, mainly on account of the composite textile mills [CPD, 1995]. 
6„9.2 Setting Up of Fashion Institute 
To sustain in the global competition, a fashion institute will be set up in the private 
sector in cooperation with the EPB for improvement of quality and design of knit garments. 
6.9.3 Bonded Warehouse Facilities 
Bonded Warehouses Facilities (BWF) for import-dependent export industries have 
created enthusiasm among the entrepreneurs. To sustain this interest, the procedure for bonded 
warehouse for export industries will be further simplified, so as to make it easier to extend 
this facility to all industries recognised as 100% export-oriented industries. 
6.9.4 Retention of Export Earnings to Foreign Exchange Accounts 
Facilities have been created for the exporters of knit and readymade garments, so 
that they can retain a certain portion of their export earnings in their own foreign exchange 
accounts for payment of imported raw materials and accessories. This will save the exporters 
from financial losses arising out of conversion of export earning into taka and its subsequent 
re-conversion into foreign exchange. 
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In the light of measures provided in the Export Policy, it is hoped that the exports 
of knitwear will increase tremendously. 
6.10 Marketing Constraints of Knitwear Exports 
Knitwear exports have been playing a vital role in changing the profile of Bangladesh 
exports. Knitwear exports have emerged as one of the foremost foreign exchange earner 
for the country. However, a number of domestic constraints as well as constraints at the 
international level have been hampering the speed of knitwear exports from the country. These 
are discussed in detail below : 
6.10.1 Domestic Constraints 
The following domestic factors are responsible for inhibiting knitwear exports.: 
6.10.1.1. Lack of Supply of Quality Yarn 
Usually knit garment manufacturers use high quality 20 and 30 count yam. At present 
only a few spinning mills can supply the quality yam of above counts. Therefore, the quality 
of yam is an impediment. Obviously, the manufacturers are to depend on imported yam the 
supply of which is not always smooth and hence hinders uninterrupted production. This 
dependence on imported yam/raw materials at times results in failure of timely shipment of 
order [Chowdhury, 1994]. A problem spotted, Le. irregularity of yarn-deliveries from India 
by road always influnces normal on-time processing and causes considerable delays in 
shipments of ready made goods to foreign buyers. Moreover, some deliveries of yarn were 
of inferior quality and not in accordance with earlier conformed and approved samples. 
The knitwear operators also expressed their resentment over non availablity of local 
yarn while talking with the delegation of European Union, who recently visited the knitwear 
industries in Bangladesh. They urged the Government to make necessary arrangements so 
that the industries should not suffer from scarcity of yams. 
6.10.1.2 Value Added Criteria 
Unless there is a viable local textile industry providing the fabrics and yams to feed 
the rising demand from a flourshing garment sector, and in most developing countries this 
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usually is not the case, fabric sourcing becomes a big problem. This situation exists in 
Bangladesh. The result is that the value added within Bangladesh is far lower than would 
be the case if the local textile industry could service the garment industry with good quality 
fabrics at a competitive price and in the quantity demanded. 
The current value added restrictions of 75:25 has resulted in discouragement for 
production and export of high value knit items for which high value fabrics is required to 
be procured. With the existing ratio criteria, it is simply not a feasible proposition to go in 
for production of high value fashion hems for export and the country is deprived of more 
exchange earnings [Islam, 1992]. 
6.10.1.3 Dyeing and Dyestuffs 
Dyeing and finishing sub-sector is the key area in the chain of textile/garment production. 
In developing countries its importance is often not appreciated and therefore usually neglected. 
As a result, knit garment manufacturers get poor quality fabrics and the whole linkage begins 
to break down. Technically it is the most complex sub-sector. The situation in Bangladesh 
is grave. There are very few competent dyemasters and there is no formal training available 
in the country. Formal training alone, however, would not be sufficient because further 
instruction on the job would not be possible since there are so few dyemasters with adequate 
experience in the entire Bangladesh industry. 
The majority of dyestuffs used are imported from India. The general consensus is 
that they are of medium quality with poor fastness characteristics. Due to the price and quality 
of the final products these are acceptable at the present time. Already though, a few buyers 
are demanding better quality and are willing to pay the extra costs (approximately two to 
three times more expensive) since these dyes have to be imported from Japan and Europe 
[Brook, 1992]. 
6.10.1.4 Supply of Electricity/Gas 
Supply of electricity/gas is an essential pre-requisite for uninterrupted production. New 
industrial units in the knitwear sector complain of difficulties experienced in getting from the 
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Power Development Board (PDB) their required load sanction and of delay in getting power 
connection with consequent delay in going into production for export. 
6.10.1.5 Recruitment of Foreign Technicians 
There are complaints of procedural delay in issuing work permits by the authorities 
for employment of foreign technicians. It is also alleged that the permits issued in their favour 
allow 2-3 visits and for further visits they need to approach authorities time and again. This 
is a time consuming excercise and thus a retarding factor [Islam, 1992]. 
6.10.1.6 Marketing 
Until now the export marketing process with most modern approach to contain and 
stimulate production and export problems by running a highly specialised staff has not yet 
been adopted by majority of Bangladesh knitwear manufactures. Outsiders in the form of 
buying agents have become well entrenched throughout the industry. The agents control the 
styles produced, delivery schedules and organise the supply of fabrics and accessories. Because 
of this fact, local manufacturers are severely disadvantaged and in most cases starved of 
information about the market place. With the agents controlling the supply of fabrics and 
accessories, and local banks reluctant to allow credit for working capital, the method of 
financing using back-to-back L/Cs has developed. 
6.10.1.7 Stock-Lots 
Stock-lot is another problem of knit garment industries. Stock-lots are created because 
of delay in shipment of consignment or delays in delivery of fabrics or delivery of accessories, 
buyers' problems, political unrest and some other reasons which are unexpected and mostly 
out of control of the entrepreneurs. The entrepreneurs are urging the authorities to look after 
this issue with due attention. 
6.10.1.8 EPZ Treatment 
Garment knitwear enterprises (except a very limited number) are located outside the 
Export Processing Zones (EPZ). Like the EPZ units, these are 100% export oriented, but 
they are deprived of the EPZ facilities (such as duty free import of machineries, components 
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and spares, non-payment of duties and taxes, well regulated labour laws etc.). This is 
discriminatory apart from the fact that absence of the EPZ facilities reduces their competitiveness 
[Islam, 1992]. 
6.10.2 Constraints in Target Markets 
The main intemaional factors inhibiting Bangladesh knitwear exports are as follows: 
6.10.2.1 Lack of Direct Contact 
Most of the exporters export their knitwears through intermediary buying houses. Due 
to lack of direct contact with the end-buyer or importer of target markets, exporters do 
not get fair price and payment in time. Apart from this, the rejection rate is also often higher. 
In case of delayed shipment, the eporters do not get scope for negotiation with the foreign 
buyers of the target markets. 
6.10.2.2 International Competition 
Competition from countries like China, Hongkong, South Korea, and Taiwan and the 
use of highly developed technologies by these countries and emergence of new suppliers like 
Pakistan, Sri Lanka, India, Singapore, Romania and Thailand have posed major threat to 
Bangladesh's knitwear exports to the target markets. 
6.11 Future Prospects of Knitwear Exports 
Knit garment of Bangladesh has emerged as one of the major export oriented industries 
during the nineties. Exports of knitwear during the last seven years have incresed tremendously 
and there is vast scope for further growth also. With the passage of only seven years knitwear 
accounted for foreign exchange earnings of US $ 598.32 million during the year 1995-96, 
which was undoubtedly a remarkable achievement in our country. It has been mentioned 
earlier that the export performance of the knit sector between 1989-90 to 1995-96 was 
highly impressive in comparison with other non-traditional items. Bangladesh has an unlimited 
supply of cheap labour and a tremendous labour-cost advantage other than developing and 
developed countries. Bangladesh has enormous prospects of knitwear exports. A future 
projection of knitwear has been shown in Table 6.10. 
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Table 6.10 : Export Projection for Knitwear 
1997-98 to 2006-2007 
Projection 
(Million US $) 
2007.01 
3319.29 
5489.58 
9078.92 
15015.14
 GTOV/th R ^ 
24832 71 ^ A™11011 = 65.38 per. cert 
41069.46 
67922.53 
112333.34 
185781.% 
Source : The table has been prepared by applying the method of exponential curve for trend values 
to the actual data from the year 1989-90 to 1995-96 obtained from the Export Promotion 
Bureau, Bangladesh. 
Considering the export prospects of Bangladesh knit garments and taking into account 
all the relevant parameters such as production capabilities, past exports performance, world 
market condition, the projections as shown in Table 6.10 are set for exports of Bangladesh 
knitwear products during 1997-98 to 2006-2007. The projections indicate that exports of 
knitwear products are likely to rise a level of US $ 185781.96 million in 2006-2007. The 
export projections of knitwear products as shown in Table 6.10 have been calculated after 
critical evaluation of the parameters and by using the method of exponential curve for trend 
values which indicated that a compound annual average growth rate of 65.38 per cent in 
exports could be expected during the period 1997-98 to 2006-2007. The projections may 
be realistic under somewhat ideal conditions. 
From the analysis of the preceeding paragraphs it can easiley be said that there is 
a vast export potential of knit garments from Bangladesh. If necessary measures are taken 
by the Government agencies and authorities the knit garment industry will no doubt bring 
a new era in the history of Bangladesh. 
Year 
1997-98 
1998-99 
1999-2000 
2000-2001 
2001-2002 
2002-2003 
2003-2004 
2004-2005 
2005-2006 
2006-2007 
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6.12 Recommendations 
Among the non-traditional items, knitwear is the most important item and it has been 
playing an increasingly significant role in the export earnings since 1989-90. It has been 
anticipated through projections earlier that knitwear products have tremendous prospects in 
future. The following paragraphs suggest a few recommendations in order to improve the 
export performance and to overcome some problems. 
In order to be more independent from import of bulk quantities of cotton yarn, facilities 
should be developed for production of yam in local private spinning mills. Moreover, respective 
steps should be taken also for production of quality yarn in the spinnng mills belonging to 
the Bangladesh Textiles Mills Corporation (BTMC). This will safeguard the Bangladesh 
knitwear exporters against any unforeseen break in deliveries of yam from abroad. 
At present knitwear exports do not have any quota restrictions. GSP* facilities may 
not be available for long time. The GATT agreement provides for gradual withdrawal of 
these facilities by the year 2005. Bangladesh will not need any GSP when the EU would 
allow products from here at zero tariffas agreed during the World Trade Organisation (WTO) 
meeting in Singapore recently. But Bangladesh has to develop her own textile and backward 
linkage industries by the year 2005 to maintain competitiveness in the world market. 
Bangladesh now, enjoys 12 per cent duty exemption in exporting the products under 
the GSP facility. According to GSP rules, developing countries which are getting the facilities 
should have to follow three-step process in knit exportables - from fibre to yam, yarn to 
fabrics and fabrics to knit garments. In order to get GSP facility, enterprises exporting knitwear 
to foreign markets should take care to clear out of the backward linkages of fabrics, accessories 
etc. So that at the importer's end no question could arise regarding eligibility for getting GSP 
facilities. 
*T1.e Generalised System of Preferences (GSP) is a system whereby preferential treatment by way of a 
reduced or duty-free tariffrate is granted by the developed countries. Under this scheme manufactured, semi-
manufactured or a few primary and agricultural products will be admitted duty free or at concessional rates 
by the developed countries. This preferential treatment is granted without any reciprocal obligation on the 
part of the developing countries. 
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Products offered for export are at present limited which by no means can be called 
as ideal situation. Too much dependence on a few items might land the knit industry to a 
new disaster situation in the event of losing markets [Islam, 1993]. Therefore, some export 
product diversification should take place. New items like briefs for ladies and men, pullovers, 
jumpers for children, underwear for ladies with fashionable deep cut and lace work using 
h/cra on fancy yarn, all in current fashion should be prepared and offered for the European 
market as well as American market. There is an urgent need to diversify because the present 
high degree of visibility of Bangladesh T-shirts might in the long run bring certain quota 
restrictions. Quota restrictions, if applied, diversification of the product categories and 
penetration into new markets will only salvage the prospects. A potential large unexploited 
product area is knitwear. 
Competition is becoming stronger consequent upon the changes in the world economic 
situation. Bangladesh knit garment exporters are therefore required to be very careful in dealing 
with prospective buyers, be innovative in developing new products, get more aggressive 
in their sales promotion drive and establish their credftibility as dependable supply sources. 
Above all, it is needed that Government intervene to increase export incentives, 
develop infrastructural facilities like power and telecommunications, reduce custom hassels and 
strictly enforce labour laws to improve quality of production in the industries with a view 
to exploiting the sky-limit market of Bangladesh knit garments abroad. According to 
entrepreneurs opinion, there is a need to raise the back-to-back L/Cs margin to 90 per 
cent from the existing 75 per cent and make the banking process easier to help boost the 
fledging knit garments sector. 
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EXPORT MARKETING OF HANDICRAFT 
PRODUCTS 
7.1. The Industry 
The most important industries in Bangladesh in early and medieval times 
comprised of handicrafts and cottage industies, and prominent amongst them were 
textile, metal works, jewellery particularly silver, wood works, cane and bamboo 
works and clay and pottery. Later jute and leather which were among the major 
available raw materials in the country were utilized to produce handicrafts followed 
by household production of toys.[Anwar, 1988]. 
The traditional crafts of Bangladesh have been a focal point of interest for 
visitors from abroad for centuries. The rural-based infrastructure has made it a 
potential ground for the development of numerous items crafted out of wood, jute, 
cane, bamboo, grass, straw, clay and other indigenous raw materials. The items 
produced by early craftsmen were not only singularly beautiful, but also representative 
of the culture, traditon and customs of the country. With passage of time, however, 
new and modern styles and designs have been adapted and this has paved the way 
for a unique blend of the old and the new. [EPB, 1996]. 
Early records tell us of the "Gangetic muslins" which reached Roman and Greek 
empires; Chinese and Arab travellers also took note of the fine cottons and silks 
produced in Bengal. Since the 16th century, fine handwoven textiles as well as superior 
crafts of ivory, silver and metal from the Subah of Bengal were prized possessions 
at the Court of the Great Mughals. [Hossain, 1987]. Mughal Kings patronised the 
arts and crafts and commissioned the whole community of artists for making items 
of decoration for their use and for the purpose of presentation [Shah, 1992]. During 
early Mughal period, encouragement of craftsmenship were augmented by the 
patronage of their mobility, due to the prevalent antiquette of making rare and typical 
presents to the Imperial Courts at Delhi. The local consumption by the rulers and 
the elite also promoted developmntof handicrafts. Artisans played the most important 
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part in creation of handicrafts. The artisans worked chiefly for those who they knew 
gave a unique personal touch of intimacy to their work [Anwar, 1988]. 
History witnesses that among all the faculties of traditional heritage Bangladesh 
was affluent in handicrafts from time immemorial. This significant scale of development 
was possible due to unique combination of locally available raw materials. Not only 
our handicraft products were popular at home and abroad, but also a conspicuous 
magnitude of the national income was generated from this sector [Rahman, undated]. 
Besides contributing to the foreign exchange earnings of the country, generating 
employment opportunities, creating the opportunity to utilise indigenous natural 
resources and providing various forward and backward linkages to the economy, the 
export of handicraft products plays a vital role of sustaining the cultural heritage of 
the country for the future generation and disseminating it to the global community. 
'Handicrafts' emanating from "the works of painters, sculptors and craft workers who 
have little or no training as artists .... who create their works for other people rather 
than museums of wealthy collectors" portrays the cultural heritage of the country. 
Catering to the needs of the common people, as they originate, through the patronage 
of the rich and the affluent over time they acquire the dignity of a craft. And through 
the efforts of generations of craftsmen they fetch the global fame and glory for the 
country as did the Muslin of Bengal which was once the symbol of aristocracy around 
the World [Mahmood & Rahman, 1994]. 
7.2 Role of Handicrafts in Economy 
The economic potential of handicrafts production is demonstrated in the 
increasing alienation between man and machine, wherein man is actively seeking to 
enliven his often dull and stereotyped environment by surrounding himself with objects 
of beauty. Part evidence for this phenomenon is reflected in an increasing share 
in world trade of "traditional and small-scale culture goods'. For example, Ho and 
Huddle [1976] found that these goods in international trade have an income elasticity 
of well over one, and that this high income elasticity is correlated with high labour 
content. Findings like the above are encouraging for developing countries that are 
seeking to productively employ large numbers of skilled and semi-skilled craftsmen. 
A significant fraction of this labour force often caters to the export sector since 
many of the products made are 'rich man's goods' [Kathuria, 1986]. 
The members of the craftsman family or cooperatives are employed in the 
handicrafts production unit at cottage level. The family labours and a few hired 
labourers (skilled or semi-skilled) are paid their wages on daily basis . Most of 
the labourers are employed on wholetime or part time basis. 
It is generally accepted that the contribution of the handicraft sector to 
employment is substantial. The handicraft sector is an imj •-«• , - - ' for nat ion 
of employment opportunity, specially in the rural areas. Craft production in often labour 
intensive. One study covering seven countries in Asia [Pye, 1988] estimated that 4 million 
people worked full-time on craft production, with another million working part-time. Figures 
for China, Hong Kong, the Republic of Korea and Taiwan would raise the total for those 
fuIJy employed in the sector to over 20 million. [ITC/UNCTAD, 1991]. Other estimates of 
craft employment in various countries are shown in Table 7.1. 
Table 7.1: Craft Employment to the Handicrafts Sector in Various 
Countries 
(in '000) 
Country 
Afghanistan 
Bangladesh 
Colombia 
India 
Malaysia 
Nepal 
Philippines 
Sri Lanka 
Thailand 
Viet Nam 
Number Emplo 
450 
2000 
4000 
3500 
123 
1215 
700 
177 
70 
2000 
Source: Handicrafts and Cottage Industries, A Guide to Export Marketing for Developing 
Countries. ITC/UNCTAD, 1991; P.6. 
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The most recent national survey on handicraft and cottage industries in 
Bangladesh was undertaken by Bangladesh Small and Cottage Industries Corporation 
(BSCIC) in 1991 and published in 1994. The survey found that 1.3 million people 
were employed in handicraft and cottage industries. Over three quarters of it are 
employed in three industries - food preparation, textiles/leather, and wood/cane/ 
bamboo. These were followed in importance by metal work and pottery. Including 
minor crafts, a total of 940,000 were employed in craft industries. 
Export of handicrafts plays a vital role in the economy of Bangladesh. It is 
a non-traditional sector with a huge potential for export. Bangladesh being a 
developing country finds tough competition for her exports of finished goods in 
the manufacturing sector. But making of handicrafts is endowed with the culture, 
heritage, habit and above all the heart of the maker. Bangladesh is a country whose 
cultural heritage dates back to more than thousand years and the influence of three 
distinctly different religions is not to be ignored. The craftsmen of the country have 
excellent adoptability and innovation. 
Bangladesh provides a rich panorama of a living folk tradition. The 
traditional craftsmen have been carrying out their family trades for centuries. The 
handicraft industry thrives on cheap labour in which Bangladesh has an edge over 
other countries. Villagers are making baskets according to traditional methods. The 
design, measurement, quality etc. which producers follow, have been developed by 
the private exporters to cater the taste and demand of the overseas markets [Khan, 
1992]. 
7.3 Handicrafts: Definition and Popular Perception 
There have been several attempts to define the term "handicrafts". No 
universally acceptable definition has been found and this is not surprising, considering 
not only the many variables involved but also the diverse purposes for which such 
definitions are sought [ITC/UNCTAD, 1991]. 
In one categorization, handicrafts are defined as small manufacturing units, 
mostly in rural areas, operated by the owners themselves with the assistance of family 
members and a maximum of 10 paid workers, making products with or without the 
use of tools or simple instruments operated mainly by hand or foot. 
Many developed countries give a preferential treatment to handicrafts on the 
basis of the definition that they use. 
Under the measures applied by Australia and Canada, products must meet 
special requirements. These requirements refer to materials used (the use of machine-
made or of non-traditional or "modern" raw materials is generally not permitted), and 
to processes performed in the manufacture (the use of electric power is acceptable 
only under very restrictive conditions). The products must also possess certain artistic, 
traditional or decorative characteristic of the country or region of manufacture 
[UNCTAD, 1985]. 
For Austria, the major part of the product must be hand-made. The use of 
machine-made raw material is not generally excluded. The use of electric energy is 
not permitted. The European Economic Community does not apply any specific 
definition of hand-made products [UNCTAD, 1985]. 
The United Nations Conference on Trade and Development (UNCTAD) 
adopted the following definition of hand-made goods in 1969: 
... the term 'hand-made' articles should be taken to cover those produced 
with or without the use of tools, simple instruments or implements operated 
directly by the craftsmen mainly by hand or foot. Within the group of hand-
made goods, some handicraft products often have additional identifying 
features such as: 
—Traditional or artistic features deriving from the region or country of 
production; and 
—Production by craftsmen, working generally on a cottage industry basis. 
Some goods may be produced partly by machine and partly by hand (for 
example, a dress made up by hand of machine-made cloth, perhaps with additional 
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hand embroidery or other decoration). The group considered that in such cases a 
product should be regarded as hand-made or handicraft if the essential character of 
the product in its finished form is derived from the hand-made aspect of its 
production[Kathuria, 1986]. 
Perhaps the most predominent feature of handicrafts is the extensive use they 
make of individual skills. It is these skills, artistic and traditional, which make 
handicraft products unique and distinctive. 
It is also essential to understand how consumers view handicrafts. Awareness 
of a customer's perception of handicrafts is a prerequisite for developing effective 
marketing strategies. The following statement can be offered as a customer-oriented 
definition: 
Handicrafts are artistic, creative expressions of a group of people with 
unique arts and skills who apply their talents to the production of material 
goods which reflect their culture and heritage [1TC/UNCTAD, 1991]. 
The definition implies, first that probably the most important characteristic of 
handicrafts is their association with an individual artisan or a group of people 
possessing unique skills. This association distinguishes handicrafts from mass-produced 
products. Second, a handicraft item gains value in the customer's mind to the extent 
that it symbolizes a culture or heritage. 
Handicrafts are popularly perceived mainly as ethnic products with little 
utilitarian value. They are categorized as curios, tourist souvenirs or as items of artistic 
interest, but seldom as items of daily use. When handicrafts are marketed as items 
with functional uses, fitting into people's life-style--at home, at work, at leisure etc. 
their narrow restricted image immediately disappears. While attention has frequently 
been given to the development of specific handicrafts in local areas, an integrated 
approach has generally not been attempted in many developing countries. The reason 
is the implicit assumption that the sector's potential for growth is limited [Chowdhdury, 
1995]. 
In the past two decades or so, many developing countries placed heavy 
emphasis on strengthening production capacities in the industrial sector. While cottage 
industries also received some attention, they were generally not perceived to have 
substantial export potential. The output of these industries was generally conceived 
to be of low quality and attractive only to a highly localized segment of the domestic 
market and to tourists. 
However, certain developing countries, particularly in Asia and Latin America, 
have developed a significant export trade in handicrafts and have made enormous 
gains in terms of export earnings. 
7.4 Review of Export Performance of Handicraft Products 
Bangladesh handicrafts industry is doing an excellent job in exporting products 
and earning foreign exchange for the country. In export markets, Bangladesh handicraft 
products are becoming popular because of their unique artistic nature and 
craftsmenship. Bangladesh has given a good account in establishing its credibility 
abroad by achieving in current years the commanding heights of export starting at 
the bottom of the ladder with US $ 0.039 million in 1972-73, handicraft exports 
aggregated to US $ 6.41 million in 1995-96 
7.4.1 Level and Trends of Handieracft Exports 
Table 7.2 clearly demonstrates that the export earnings from the handicraft 
products increased quite steadily during the past decades. From about US $ 3.45 
million worth of exports back in 1980-81, total earnings from the sector rose to 
US $ 6.41 million during the fiscal year 1995-96. And such a spectacular increase 
in export earnings from the sector has been most steady, and the rate of growth 
one of the highest. For instance, during the last 16 years export earnings from handicraft 
products grew by more than thousand times. Even during the period 1985-86 to 1991-
92 export earnings from the sector grew at the rate of 79.70 per cent per annum. 
The export earnings increased tremendously during the year of 1989-90 amounted 
to US $ 5.18 million. 1991-92 fiscal year is considered to be the 'Golden Year' 
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for Bangladesh, because the export earnings from handicrafts stood at US $ 8.72 
million which was the highest amount ever since the export of handicraft was 
introduced. 
Table 7.2: Exports of Handicraft Products and Total Export 
1980-81 to 1995-96 
Year(s) 
1980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
Value of 
Exports of 
Handicraft 
Products 
(Million 
US $ ) 
3.45 
2.86 
2.48 
2.38 
1.91 
1.93 
3.99 
3.76 
3.93 
5.18 
5.19 
8.72 
5.43 
7.33 
6.46 
6.41 
Annual Growth 
Rate (Percentage 
Change in 
Exports over 
Previous year) 
2.37 
(-)17.10 
(-)13.29 
(-M-03 
(-)19.75 
1.05 
106.74 
(-)5.76 
4.52 
31.81 
0.19 
68.02 
(-)37.73 
34.99 
(-)l 1.87 
(-)0.77 
Index Number 
of Exports 
Earnings 
(1980-81 
=100) 
100 
82.90 
71.88 
68.99 
55.36 
55.94 
115.65 
108.99 
113.91 
150.14 
150.43 
252.75 
157.39 
212.46 
187.25 
185.80 
Country's 
Total Export 
(Million 
USS) 
709.85 
625.89 
686.60 
811.00 
934.43 
819.21 
1073.77 
1231.20 
1291.56 
1523.71 
1717.55 
1993.92 
2382.89 
2533.90 
3472.57 
3882.42 
Percentage 
Share of 
Handicraft 
Products in 
Total Export 
0.49 
0.46 
0.36 
0.29 
0.20 
0.24 
0.37 
0.31 
0.30 
0.34 
0.30 
0.44 
0.23 
0.29 
0.19 
0.17 
Source: Export from Bangladesh 1972-73 to 1995-96, EPB. 
Analysis of export performance of handicraft products during the period under 
review indicates that the export value of handicrafts increased almost 5 times. The 
value of exports of handicraft products was estimated to be US $ 3.45 million in 
1980-81 and the same increased to US $ 6.41 million in 1995-96. This is indicative 
of an impressive performance in export value. 
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During the period under review annual compound growth rate of handicraft 
exports was 8.18 per cent. The growth rate of export measured by applying the method 
of exponential curve. The trend equation computed on the basis of data for the study 
period may be stated as under: 
In HAND = - 161.23 + 0.08t 
R2 = 0.675 
R2 = 0.652 
t-vahie = 5.402 
F-value = 29.180 
D.W. Statistics = 1.203 
F-test and t-test have been applied to test the significance of the growth rate, 
which was found to be significant at .001 level. Observed t = 5.402 and co-efficient 
of determination R2= 0.675, revealed that there is a significant increase in annual 
export earnings over time. D.W. = 1.203 reveals that the test is inconclusive in case 
ofhandicrafts. 
Although there has been the rising tendency of total export volumes, there 
were year to year fluctuations in the export earnings on account ofhandicrafts. This 
might be attributable to lack of concerted efforts of the Government to provide support 
services to exporters. One of the most important constraints to the sustained increase 
in export ofhandicrafts is the lack of financial support offered by commercial banks 
[Bhuiyan, 1992]. Details on year to year fluctuations of export volume ofhandicrafts 
may also be seen inTable 7.2. The table depicts that share of handicraft products 
in total exports is rather small. They contributed for less than one percent of total 
export earnings of the country during 1980-81 to 1995-96. Moreover, their 
contribution to export earnings varied significantly during the past years. Handicraft 
products contributed to about 0.49 per cent of total export earnings during 1980-
81. However, in 1995-96, it came down to 0.17 per cent. 
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7.4.2 Regionwise Export Destinations 
Market composition also plays an important role in determining a country's 
export performance. Akin to the concept of product composition, market composition 
can also be construed to be entailing two basic facets, viz., market concentration 
(or geographical concentration) and market structure [Jain, 1988]. 
The export performance of handicraft products has been quite satisfactory due 
to the acceptability to European Union (EU) and American markets. A regionwise 
analysis of handicraft exports and its major results are presented in Table 7.3 
Table 7.3: Regionwise Destination of Handicraft Exports from Banlgadesh 
A Comparison between 1980-81 and 1995-96. 
(Calculated from Dollar Values) 
Region Share in per cent 
1980-81 1995-96 
EU 61.91 53.31 
America 19.13 27.93 
Asia 4.48 7.53 
Oceania 3.35 2.29 
Middle East 2.80 0.83 
Others 8.33 8.11 
Source: 1. Bangladesh Export Statistics, Various Issues, EPB. 
2. Annual Export Receipts, Various Issues, Bangladesh Bank . 
Table 7.3 reveals that a sizeable portion of handicraft exports has been destined 
to European Union and American region. EU and American region have constituted 
important markets for handicraft products. These regions together accounted for 81.04 
per cent of handicraft exports during the year 1980-81. Till the year 1995-96 the 
share was stagnant i.e. 81.24 per cent. The table also depicts that European Union 
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has remained as the biggest market with a share of 53.31 per cent in 1995-96, though 
the share has decreased from 61.91 per cent in 1980-81. On the other hand, American 
and Asian region which happened to be the second and third largest important regions, 
retained their position (28 percent and 8 percent respectively). It is important to note 
that export of handicraft products to these regions, however, depicts a significant 
upward movement. The Middle East and Oceania regions remained highly untapped 
and hence continued to hold highly negligible shares. 
7.4.3 Countrywise Export Destinations 
Countrywise analysis of export performance in handicraft products shows that 
biggest importing countries of handicrafts from Bangladesh are the U.K., U.S.A. and 
Gfermany. Overall countrywise distribution of the export earnings on account of 
handicrafts may be seen in Table 7.4. It can be observed from Table 7.4 that during 
1980-81 and 1995-96 U.K., USA and Germany constituted the largest market for 
our handicraft exports by accounting for 52.2 per cent and 54.68 per cent respectively. 
These three countries have remained as the biggest market for handicraft products.The 
other major importing counries of handicraft products from Bangladesh are France, 
Netherlands, Belgium, Italy, Japan, Sweden andAustralia. These countries together 
account for less than fifty per cent of the total handicraft exports from the country. 
Until now Bangladesh has been able to export handicraft products to as many as 
49 countries. In this regard there remains further scope to enhance the market share 
in the said countries. 
Table 7.4 : Geographical Distribution of Handicraft Exports 
1980-81 to 1995-96 
(Million US $) 
^ - ^ Y e a r 
Country^^ 
France 
U.K. 
Germany 
Netherlands 
USA 
Belgium 
Italy 
Japan 
Others 
Total 
1980-81 
0.012 
(0.37) 
0.324 
(9.37) 
0.914 
(26.40) 
0.295 
(8.52) 
0.569 
(16.43) 
0.090 
(2.60) 
0.324 
(9.36) 
0.021 
(0.62) 
0.90 
(26.09) 
3.449 
(100.0) 
1990-91 
0.313 
(6.03) 
1.164 
(22.43) 
0.793 
(15.30) 
0.144 
(2.77) 
0.695 
(13.39) 
0.105 
(2.02) 
0.141 
(2.72) 
0.394 
(7.59) 
1.441 
(27.76) 
5.190 
(100.0) 
1991-92 
2.113 
(24.24) 
1.520 
(17.44) 
1.285 
(14.74) 
0.766 
(8.79) 
0.492 
(5.64) 
0.374 
(4.29) 
0.347 
(3.88) 
0.249 
(2.86) 
1.572 
(18.03) 
8.718 
(100.0) 
1992-93 
0.268 
(4.94) 
1.063 
(19.58) 
0.955 
(17.59) 
0.238 
(4.39) 
0.747 
(13.76) 
0.193 
(3.56) 
0.265 
(4.88) 
0.223 
(4.11) 
1.478 
(27.22) 
5.430 
(100.0) 
1993-94 
0.162 
(2.21) 
1.432 
(19.54) 
0.779 
(10.63) 
0.421 
(5.74) 
1.072 
(14.63) 
0.335 
(4.57) 
0.741 
(10.11) 
0.374 
(5.10) 
2.013 
(27.47) 
7.329 
(100.0) 
1994-95 
0.132 
(2.04) 
1.309 
(20.26) 
0.797 
(12.32) 
0.596 
(9.22) 
0.775 
(11.99) 
0.134 
(2.07) 
0.421 
(6.52) 
0.656 
(10.15) 
1.644 
(25.44) 
6.463 
(100.0) 
1995-96 
0.251 
(3.92) 
1.369 
(21.35) 
0.562 
(8.77) 
0.336 
(5.24) 
1.575 
(24.56) 
0.243 
(3.79) 
0.487 
(7.60) 
0.415 
(6.47) 
1.174 
(18.30) 
6.412 
(100.0) 
Source: Bangladesh Export Statistics, Various Issues, EPB. 
Note: Figures in the parenthesis indicate percentage to total. 
7.5 World Exports of Handicraft Products and Bangladesh's 
Share 
World exports of handicraft products escalated from a level of US $ 10773.92 
million in 1991 to US $ 21259.45 million in 1995, representing an average annual 
growth rate of 24.33 percent during the period. 
Table 7.5: World Exports of Handicrafts 
(Value in Million US $) 
Year World Exports Bangladesh Exports Bangladesh's Share 
as Percentage of the 
World 
1991 10773.92 5.19 0.05 
1992 17225.74 8.72 0.05 
1993 17437.17 5.43 0.03 
1994 19469.70 7.33 0.04 
1995 21259.45 6.46 0.03 
Source: Trade Analysis System on Personal Computer, ITC, UNCTAD/GATT, 1995. 
It can be observed from the Table 7.5 that Bangladesh's market share in the 
world exports is very negligible. Therefore, Bangladesh's export performance does 
not seem much gratifying when analysed in terms of its share in the world market. 
The performance seems much more disconcerting when viewed against the backdrop 
of age-old tradition of production and trade of handicraft products. Bangladesh's share 
in the global market of handicrafts is still small, despite Bangladesh having a good 
production base and a large number of craftsmen. 
7.6 Analysis of Export Marketing Mix 
The marketing mix elements consist of product, price, distribution, promotion and 
packaging of the handicrafts. These important decisions will be dealt with separately. 
7.6.1 Product 
A diverse range of products fall under the purview of the handicraft industry in 
Bangladesh. All these are, however, classified in two broad categories, Le., (a) manual products, 
and (b) mechanised products [Mahmood & Rahman, 1994]. The composite of elements of 
these broad categories of handicraft products are shown below: 
(a) Manual Products 
(i) Cane/Bamboo/Straw : Basketwares 
(ii) Jute Handicraft: Plant hanger, door-string, door-mats, place-mats, coasters, 
hammock, bedroom and beach slipper, shopping bags, dolls etc. 
(iii) Leather Craft : Wallet, handbags, bolt, keycase, coin-purse, ladies purse, 
passport-cover, photo-frame etc. 
(iv) Clay-Items : Terra-cotta dolls, animals and birds' figure, flower vase, 
decorative wall piece, pin and pen holders etc. 
(v) Wood Craft: Toy, kitchenware, animals' figure, wall decorative piece etc. 
(vi) Shell Products and Pink Pearl: Jewellery figure, jewellery box, spoon 
decrorative items, hairpin, broach etc. 
(vii) Embroidery and Needle Point Product: Handquilting (nokshi- kantha), 
table cloth, place-mat, napkin, cushion paper, tapestry, crocheted products, 
ladies purse, spectacle case, bed cover etc. 
(vfii) Coir Products : Door-mats, floor-mats, runner for the floor etc. 
(ix) Brass: Flower pot, candle stand, figure (birds and animals), bells, door rings, 
decorative plates etc. 
(x) Handloom Products : Lungi, bedspread, place-mat, dhurry, jamdani scroll, 
table cloth etc. 
(xi) Rajshahi Silk : Place-mat, scroll, scarf, cushion cover, tapestry etc. 
(b) Mechanised Products 
Mechanised products are further divided into high valued products and low valued 
products. 
High Valued Products : Synthetic painting and shirting clothes, bed sheet and bed cover 
in wrap design and chech, terry cotton dyed shirting cloth, extra weft design finishing and 
screen cloth, silk scarf, silk stole, garod cloth, wall hangings etc. 
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Low Valued Products : Plain gray fabrics, dyed yarn, chech fabrics for shirting and hmgi, 
cotton saree, cotton bed sheets, mosquito net, kitchen towel, dusting cloth, diapes cotton, 
twill cloth, table cloth, napkin, bandage (dyed and bleached) terry cloth etc. 
A few product types dominate the export-oriented handicrafts sector — jute crafts, 
leather crafts, hand-quflting/ embroidery, handloom, pottery, artificial flowers and cane basketry. 
A single, large NGO exporter accounts for the greater part of the jute craft exports. Several 
private exporters, and one NGO, export cane basketry on a large scale. There is one main 
private company exporting leather crafts on a large scale. Several women oriented NGOs 
concentrate almost exclusively on hand-quilting (nokshi kantha) and related forms of 
embroidery, although by far the greater proportion of sales are locaL Pottery products include 
terracotta plant pots and ornamental and glazed vases, ornaments etc. Only the terracotta 
items are being exported in a sizeable quantity. 
Other important products as far as exports are concerned include hand made paper, 
handloom, basketry of bamboo, straw and other fibres, wood crafts, block and screen printed 
textiles, capiz shell work, wrought iron, cast brass and stone craft. 
Recently 'Gramin Chech' and 'Dhaka Chech' have been included in the handicraft 
products list and are getting very popular in Bangladesh. Specially, 'Gramin Chech' came 
to Mghlights when the first lady of USA, Mrs. Hilary Rodham Clinton, was attracted by 
the quality and aesthetic value of the product. Nevertheless, the credit goes to the workers 
who are engaged in producing 'Gramin Chech'. List of items included as handicrafts under 
the SITC group is shown in Appendix-IV. 
7.6.1.1 Product Design and Development 
Design is critical to the export trade in handicrafts. The creation of contemporary 
designs that utilize the basic distinctive features of a particular handicraft but tranforms it 
into a product acceptable to import markets is of particular importance. Design development 
is not a one-time activity but a continuous one, changing the appearance and features of 
a handicraft hem to keep pace with shifting tastes on different markets. As the impetus for 
creating new designs is frequently provided by the importing market, the interaction between 
the exporter and the market-place is of prime importance in design development. 
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Product designs are initial})' planned locally by tradition, taste and demand of the rural 
people. Manufacturers/artisans are the basic designers. The designs reflect the tradition and 
culture of Bangladeshi people. Generally, handicrafts marketing outlets, on the basis of samples 
received from the artisans, develop new designs based on their choice and local demand 
and also on the basis of samples from foreign buyers, giving some specific designs to suit 
the taste and requirement of buyers. The outlets are also helping the artisans in quality control 
design and product development for production of exportable hems. In addition to this, BSCIC 
also assists the craftsmen to develop new products and render training in different areas of 
product development. 
Bangladesh is now very much a part of the international scene and keeping in mind 
the discerning taste of the consumers, a vast range of crafts and novelties are now produced 
in the country under the technical supervision of qualified product development specialists. 
In Bangladesh, available designs are traditional but to incorporate new designs handicraft 
sector needs more unproved technical know-how. Only the NGOs have access for product 
development, product adaptation and unproved technical know-how. The private sector has 
no foreign collaboration for product developmnet. Private enterprises often depend on the 
creativity and the ability of the proprietor to develop new product ideas and designs, often 
very successfully. Government policy supports the promotion of handicraft exports, but exports 
are a small percentage of the whole, partly due to inappropriate products and designs. 
7.6.1.2 Product Quality 
Quality of Bangladeshi hadicrafts in comparison with that of India and other Asian 
countries is not below standards. The workmanship of cane, bamboo, coir products, handloom 
products is superb. The quality control of handicraft products at the artisan level is undertaken 
by tide manufacturers themselves, though a certain amount of supervision is also done by 
the handicraft marketing outlets during production. After completing the production, products 
are sorted out and the rejects Le. those not upto the required standard, are kept aside. Generally 
more products (in quantity) are made to minimise time loss. Before acceptance of handicraft 
products by the different outlets and exporters, regorous quality control takes place which 
at times results to fresh production, to cover up the quality ordered. 
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It is indeed noteworthy that quality and other attractive features of a product play 
a very important role in the promotion of handicrafts. There has been an increase in the 
demand for high quality products and decrease in the demand for products of other countries. 
This indicates that high quality handicraft products offer excellent export opportunities. Hence, 
"no compromise on quality* should become the slogan with our exporters if they want to 
penetrate into the potential markets of the globe. We should send master craftsmen to different 
countries like India, Sri Lanka, Pakistan and the ASEAN countries. Master craftsmen from 
these countries should also be hired to provide training to our craftsmen. The quality of 
our handicrafts can considerably be improved through such programmes. Exporters must 
comply with foreign buyers' quality and design requirements. 
7.6.2 Pricing 
Pricing the product is a tricky problem in a domestic market. In international marketing 
it can be a nightmare. The trouble is that the price is a quantitative and unequivocal figure 
[Majaro, 1986]. 
The handicraft products are priced at the villages initially, which is then negotiated 
at the handicraft marketing outlet level They sell their products when their costs of production 
is covered by the selling rate. The mark-ups over cost price vary. They price their product 
by calculating cost of raw material, cost of labour and add a certain amount of mark-up. 
At the outlet level additional mark-up is added to the buying price. In this regard a straight 
mark-up is added depending on the demand of the product. Interestingly higher demanded 
products have higher mark-ups. Furthermore export pricing both at producer level and 
outlet level varies based on quantity sold and the international competition. Products having 
high competition have less mark-ups compared to those which have comparatively less 
conpetition [Anwar, 1988]. Table 7.5 shows percentage mark-ups of different product 
categories at producer level and handicraft market outlet level for domestic and export markets. 
Table 7.6 : Percentage Mark-up of Handicraft Products 
LEVEL 
MARKET 
1. Textile 
2. Brass 
3. Silver 
4. Wood Works 
5. Cane & Bamboo 
6. Clay Pottery 
7. Jute Goods 
8. Leather Goods 
9. Toys 
Average 
Producer 
Domestic 
15 
10 
10 
10 
5 
10 
10 
10 
10 
10 
Export 
25 
10 
15 
0 
7 
10 
15 
15 
0 
10.7 
Outlet 
Domestic 
45 
25 
45 
25 
25 
25 
20 
40 
30 
31.1 
Export 
50 
10 
50 
0 
10 
15 
15 
25 
0 
19.4 
Source : Syed Ferhat Anwar : Handicrafts : Production-Marketing Interaction, A Report prepared 
under the BMET Project, UGC, Bangladesh, March 22, 1988; p. 11. 
Table 7.6 reveals that at producer group level the difference in mark-up is almost 
same for domestic and export markets, though the mark-up for export market is sHghtry higher. 
This is basically because the quality of products for export market is better and rejection 
rate is higher. On the other hand a different picture is observed in case of the outlet level. 
In this case the mark-up for domestic market is much higher than the export market. This 
is due to high competition existing in the international market. 
7.6.3 Channel of Distribution 
The distribution channels in markets around the world are among the highly 
differentiated aspects of national marketing systems. Distribution is an integral part of the total 
marketing programme and must either fit or be fitted to product design, price and promotion 
aspects of the total marketing programme. There are a number of channels of distribution 
in export trade. The purpose of these channels is to work on behalf of the producer and 
relieve him of having to maintain direct working contact with the final consumer [Jain, 1988]. 
In bringing the handicrafts from the primary producer to the final consumer in another 
country (usually in the developed world), many different kinds of organisations/people play 
an active role. Distribution channels of handicraft products is shown in Figure 7.1. 
Figure 7.1 : Export Chain between the Artisan and the Final Consumer 
^ Manufacturer/Artisan*^^ 
Manufactijrer-Exporter Exporter Agent 
Importer 
Retailer 
Consumer 
The Figure 7.1 depicts that artisans sell their products to the exporters as well as 
to the agents. Some exporters also manufacture handicraft products at their own costs (such 
as Aarong, Karika etc.). After then, they sell the finished products to the importers, who 
in turn sell to the retailers and hence the final consumers. Exporters also sell their handicraft 
products to the agent. Sometimes, exporters, export their products with the assistance of 
Government agency like EPB etc. The large NGO handicraft traders are also engaged in 
exporting who have well established networks of suppliers. Their main export market to 
date has been Alternate Trade Organisations (ATOs), particularly in the UK, Germany, USA 
and the Netherlands. This market is in decline, and the NGO exporters are increasingly turning 
their attention to commercial buyers in the importing countries. 
7.6.4 Promotion 
Export promotion is a fundamental activity in a firm's marketing mix. Once a product 
is developed to meet consumer needs and is properly priced and distributed, the prospective 
consumers must be informed of its availability and value [Cateora & Hess, 1979]. 
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Although much has been said about handicrafts, little has been done so far for their 
promotion. Marketing promotion involves certain activities like advertising, product campaign, 
personal selling and so on. As concerned organisations are not well organised, they can 
not undertake measures in a systematic way to familiarize the handicraft products to the 
local and foreign consumers. A national marketing centre for handicraft products, the absence 
of which is very much felt, should be set up as early as possible in Dhaka. 
In the domestic market, handicrafts marketing is undertaken only through show-rooms 
where people come on the basis of locality and very few advertisements are seen; the 
promotional campaign is undertaken only through personal contact. In the export market one 
source of promotion is also through participation in trade fairs organised by the EPB, which 
till mow has not been successful to the extent expected. In addition visitors from abroad, 
at times are also attracted by certain category of product, which is later exported to them. 
Export promotion of handicrafts has not been given proper attention. The EPB should come 
forward in setting up stalls abroad in cooperation with various corporations and organisations 
more frequently. 
7.6.5 Packaging 
Packaging is increasingly getting important to the success of the export trade in 
handicrafts. It is important to keep in mind that packaging frequently affects the importers' 
perception of the overall quality of goods from a particular country. The "country-of-origin" 
image is often a factor in the purchase decision, and country-of-origin bias may prevail for 
long periods. 
Fungus and insect infestation on bamboo, cane and grass products have been 
hampering their exports to a very large extent in Bangladesh. Instances of total rejection and 
destruction of the entire consignment at the destination have been very frequent. For example, 
a consignment of handicrafts valued at £ 7,000 was destroyed at the destination due to the 
presence of fungus and insects, and the entire warehouse had to be disinfested at the expense 
of the exporter [Iyengar, 1980]. Measures like (i) pre-treatment of the products with fungicide 
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before fabrication and (ii) fumigation of the fabricated items before exports were examined. 
Plant Protection Directorate has fumigation facilities in different areas of Bangladesh. So far, 
most of the exporters were neither aware of these facilities nor were unwilling to avail of 
it. Fumigation of all handicraft products needs to be made obligatory and a certificate to 
this effect be issued to the exporters to facilitate exports of handicrafts from Bangladesh. 
Having analysed the export marketing mix of handicraft products, an attempt has been 
made in the following paragraphs to examine the export marketing strategies of handicraft 
products of Bangladesh. 
7.7 Export Marketing Strategies 
Based on the analysis of the export marketing mix, it would be desirable to 
recommended export marketing strategies for improving the export performance in future. They 
are as outlined below : 
7.7.1 Product Strategy 
Product strategy is the sine qua non of export marketing. This important issue is 
altogether neglected by our handicraft exporters. They are not bothered about the development 
of new product strategies and they do not envisage it as an integral part of comprehensive 
marketing. 
7.7.1.1 Development of New Products 
Under the development of new products strategies, screening procedures for new 
product ideas is always important. In international marketing such procedures can make all 
the difference between success and failure [Majaro, 1986], In the present international market 
arena, the buyer is interested in an art material with practical use and not in a product 
that serves just as a show piece [Shah, 1992]. It is unfortunate that this fact has not been 
realised so far by Bangladesh handicraft exporters/artisans with the result that they have failed 
to keep pace with the changing times and life styles. A few exporters (NGOs) are now 
engaged in new product development. In export market, Bangladesh handicraft products are 
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competing with many machine-made, decorative as well as functional items. To meet the 
situation effectively, our exporters are to make an intelligent selection of their product offerings. 
The strategy should be to select the best products of the firm. 
7.7.1.2 Modification of Existing Products 
The process of modifying products with the view of either 'cheating old age' or 
penetrating new segments of the market is one of the strategies that marketers resort to 
when they perceive a weakening in product performance [Majaro, 1986]. It has also been 
found that most of the handicraft export houses used the strategy of no modification of existing 
products in the light of design, colour combination and size. This indicates that they lack 
pragmatic approach to product modification. However, a few exporters make efforts to modify 
the products according to the requirements of the overseas buyers. The strategy should be 
to keep on modifying the handicraft products in design, colour combination and size. 
7.7.1.3 Packaging of Handicraft Products 
Packaging is an important factor to which handicraft exporters should devote their 
attention, because it plays a pivotal role in export marketing in several respects. Many exporters 
of handicrafts have been found using poor qualiky and second hand crates which do not 
withstand transit. Items damaged in transit or arriving at the destination in an unacceptable 
condition, tarnish the reputation of the country as a whole. Depending on the nature of 
the handicraft products being packed, a decision must first be taken as to whether water/ 
moisture-proof packaging is needed. It is recommended that the traditional patterns/designs 
of the country be used on packages whenever possible. Several space and volume saving 
measures to make the pack more compact were brought to the notice of the exporters. 
7.7.2 Pricing Strategy 
Pricing strategy is an essential component of marketing strategy. It is one of the most 
mystry-laden variables encountered by marketing executives in decision making process 
[Cateora & Hess, 1979]. Three important factors influence the strategy of export pricing-
- demand, competition and costs. 
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Bangladesh handicraft exporters do not follow the systematic pricing strategies. 
Exporters attach not much importance to this vital strategic area of marketing. Exporters 
compute the export price on the basis of mark-up/cost-plus criteria depending on the demad 
of the product. Exporters may follow the traffic bearing pricing strategy i.e. price will be 
determined on the criterion of charging what the traffic/coustomer will bear. 
7.7.3 Channel Strategy 
Apart from the product and pricing strategies, channel of distribution constitute an 
important element of export marketing mix. The selection of channels of distribution is a vital 
step in the performance of the export marketing task. The best channels sometimes fail to 
achieve firm's objectives if the right products are not available at the right place and at the 
right time [Majaro, 1986]. The existing channel of handicraft exports has been suffering various 
flaws. Concerted efforts should be made to minimize the heavy dependence of existing 
middlemen in handicrafts export and to find out alternative distribution systems for handicraft 
in foreign markets that can ensure relatively direct and economical distribution to the foreign 
consumers. This type of marketing channel will be remunerative and effective as well. 
7.7.4 Promotion Strategy 
Export promotion has become a world-wide phenomenon. Export promotion cosists 
of messages sent by the exporter to his target market to inform prospective buyers about 
his product and persuade them to buy it, to develop positive attitudes towards his product 
and company [Root, 1966]. Thus, export promotion is a fundamental activity in a firm's 
marketing mix. 
Bangladesh handicraft products cater to the needs of highly dynamic and complex 
markets and as such all the markets need some kind of promotion effort. Handicraft exporters 
do not follow any strategy regarding export promotion. Majority of the exporters depend 
on personal contacts with the channel members built over the period of time. During the 
interviews exporters reported that they were not taking promotion seriously because of high 
cost of promotion abroad. A few export firms participate in the international trade fairs. The 
impressions gathered during the discussions suggest that participation in trade fairs abroad 
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is a costly affair. EPB should promote exports of handicraft products through specialised 
international trade fairs according to the different types of end use. In addition to this, 
exporters can visit the foreign countries and international trade fairs and convience or get 
in touch with the commercial buyers, agents and distributors and hence collect export orders. 
It would be one of the cheaper means of promotion in the target markets. 
7.8 Incentives and Facilities provided by the Government 
Handicraft exports contributes to the national economy by generating employment 
opportunities and augmenting the income of the rural people. The following incentives have, 
therefore, been made available to handicraft exporters : 
7.8.1 Interest Rate : The concessional interest rate of export credit for non-traditional 
items is 9 per cent in general and 7 per cent for handicraft products. 
7.8.2 Duty Free Import of Samples: Recognised manufacturer/exporter of handicrafts is 
allowed to import duty free samples up to US$ 300 per year for facilitating the 
development and adaptation of export products. 
7.8.3 Export of Samples : Handicraft exporters are allowed to send sample to overseas 
buyers valuing upto Taka 1000 without any official recommendation. Samples valuing 
Taka. 1001-2000 maybe sent under certification from EPB, beyond which permission 
of the CCI & E and the Bangladesh Bank is required. 
Some new incentives and facilities have been provided by the Government 
to the handicraft exporters in the export policy 1995-97 [GOB, 1996], to increase 
the production and export of handicraft products. 
7.8.4 Establishment of Craft Village : Separate craft village will be established in the 
country for development, expansion and adaptation of export-oriented handicrat 
products. 
7.8.5 Award of National Trophy: To encourage the export of handicrafts, three best 
exporters of this sector will be awarded National Trophy every year. 
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7.8.6 Culthvtion of Bamboo, Cane and Coconut: Emphasis has been laid on the planned 
cultivation of bamboo, cane and coconut with a view to increasing the supply of 
local raw materials for production of handicrafts for export. 
The Bangladesh Export Development Strategy 1992-2000 identifies handicrafts as a 
category to receive special attention, including measures to promote handicraft exports, e.g. 
bonded import of materials and duty drawback on imports, packing credit, subsidy on local 
fabrics used for export, inclusion in the "Crash Programme" of special measures of several 
handicraft products, technical development of jute processing and manufactures. The incentives 
relating to bonded import of materials and duty drawback on imports are not of great 
importance to the handicraft sector as local materials are mostly used. Even where imported 
materials are required (e.g.dyes and chemicals) they are purchased by the small handcraft 
producers in the local market [Holbourne ,1996]. 
7.9 Marketing Constraints of Handicraft Products 
Handicrafts occupy an important position in the export structure of the country. The 
Government has recently selected handicrafts as one of the priority products for export 
development and promotion. But the international factors like tariff barriers, lack of direct 
trade, insufficient market exposure etc. have posed a challenge to the handicraft industry 
and hampered the exports. Besides the international factors, the domestic constraints such 
as lack of proper planning for marketing, lack of access to capital, inadequate infrastructural 
facilities, low quality and design, lack of modern technology and chemical treatment etc. have 
been the major constraints in boosting exports of handicraft products. The various constraints 
pertaining to the handicraft exports at domestic and international level are discussed below: 
7.9.1 Domestic Constraints 
There are a number of domestic constraints of handicraft exports. These constraints 
confine the exporters to compete in the international market. These are : 
7.9.1.1 Lack of Proper Planning for Marketing 
The one of the major constraints of handicraft exports is poor planning for marketing 
150 
the products. If we see the statistics of handicraft exports the figure is very unimpressive. 
Bangladesh is lacking in export marketing plans for handicraft sector. Although it is common 
for one or more Government ministries to implement programmes to respond to the social, 
educational and vocational needs of craft producers, rarely do such ministries draw up an 
integrated export development plan for handicrafts. A well designed export marketing strategy 
and action plan, geared to the commercial demand for artisan products in selected foreign 
markets, can provide direction to Government ministries and departments in coordinating their 
programmes for this sector. 
7.9.1.2 Non-availability of Finance 
Lack of access to capital and financial credits is a major constraint in developing 
and expanding handicraft exports. Artisans often face this problem because they do not know 
how to prepare and present a loan application and rarely have collateral security acceptable 
to banks against a loan. Due to low capital base, entrepreneurs are reluctant to go to financial 
institutions for any loan. High rate of bank interest is the regulator that averts the entrepreneurs 
in receiving bank loan. Furthermore individual artisans are usually too far removed from the 
foreign buyers in the marketing chain to receive a letter of credit enabling them to approach 
a bank for financing to meet an export order. Even with support from a financial institution 
their frequent lack of skills in costing and pricing can result in a net loss in their operations. 
7.9.1.3 Inadequate lnfrastructural Facilities 
Inadequate infrastructural facilities in terms of marketing facilities (particularly storing), 
good communication, transport bottlenecks, port facilities, and the biggest of all lack of product 
development research centres are important hindrances in the growth and development of 
handicraft products. This is specially important in areas which have a long tradition in the 
production or marketing of handicraft products. Better infrastructural facilities such as 
communication, storing etc. could significantly reduce the cost of production and marketing 
of handicraft products. 
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7.9.1.4 Lack of Training 
Though some training is provided to manufacturers by BSCIC and BANGLACRAFT, 
these are basically theoretical in nature and in most cases are provided to urban based handicraft 
manufacturers, who have better linkages. EPB is also trying to pickup good craftsmen through 
handicraft marketing organisations to send them abroad for higher training. These training 
programmes are not sufficient to cover even a sizeable portion of craftsmen. A few NGO 
organisations also provide training to the producers. 
7.9.1.5 Low Quality and Designs 
Quality and export oriented designs of Bangladeshi handicraft products are low as 
compared to their competitors is another drawback of handcraft exports. Handicraft products 
have to compete directly on price, design and capacity with machine made products as well 
as with handicraft products from other countries. The quality of products and the designs 
are not always competitive, resulting in extremely low demand in the international market. 
Traditionally the female workers engaged in producing handicraft products are comparatively 
experienced performers than the male workers. Patience and concentration in the work are 
the key factors in producing quality products. But the female workers are engaged in household 
affairs by most of the day. They are unable to pay more attention in this sector. As a 
result, Bangladesh has been suffering from quality handicrafts that leads the country to earn 
less foreign currency. 
7.9.1.6 Lack of Government Cooperation/Patronage 
Reluctance at die Government level to find out new and potential markets for handicraft 
products is another constraint for the development and export of handicraft products. Lack 
of proper incentives and facilities are responsible for the failure in exploiting demands of 
handicraft products in the world markets. Although the Government has undertaken some 
steps to enhance the export earnings from this sector, it is still insufficient to develop the 
interest among the manufacturers and exporters. 
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7.9.1.7 Lack of Modern Technology and Chemical Treatments 
Technology has a tremandous impact on production. Bangladesh has been suffering 
from quality products and less competitive price due to inadequate modern technology and 
chemical treatments. For durability and climate friendliness, handicraft product needs some 
chemical treatments. In Bangladesh, no arrangement is available for providing chemical 
treatments to handicraft products. As a result, Bangladesh cannot grapple successfully in the 
international market. 
7.9.2 Constraints in the Target Markets 
Since export marketing is performed in a different environment outside the country, 
a number of constraints can affect the export marketing of handcraft products. 
7.9.2.1 Tariff and Non-Tariff Barriers Abroad 
A greater export of the handicraft products is severely constrained by various kinds 
of restrictions put on their import into the industrially advanced countries. On the pretext 
of'child labour1, poor quality, ethnic products etc. those countries impose various restrictions 
on their entry into their repective markets. 
7.9.2.2 High Price 
The price of the handicraft products is often so high that it can only cater to the 
needs of the higher middle and upper class segments of the urban maket. At the same time 
due to high price, handicraft products find difficulties in entering the world market. The 
exporters have been facing tremandous price competition mainly from China, Philippines and 
neighbouring country India. 
7.9.2.3 Lack of Opportunity to Participate in the International Trade Fairs 
Participation in the international general trade fairs, single country exhibitions, specialised 
trade fairs and sending business delegations abroad are necessary for expansion jnd 
consolidation of existing markets and creation of new markets for handicraft products. Such 
initiatives have neither been taken properly at the Governemnt level nor in the private sectors. 
It is the Government responsibility to organize various trade fairs and provide necessary 
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cooperation to the exporters, so that they can participate in trade fairs both at home and 
abroad. 
Though international trade fair is arranged by EPB, the expenses are borne by the 
participants, which is extremely high, resulting in poor participation level at the exhibition 
site. There is also no concessional freight for exhibits, resulting in the exhibit of few items 
which find high competition from various products from other countries. 
7.9.2.4 Insufficient Market Eiposure 
Access to the global markert is limited due to various restraints. Absence of support 
from Bangladesh missions abroad also hampers marketing thurst. The Government as well 
as entrepreneurs do not have a planned marketing campaign to expose the Bangladesh 
handicraft products in the world market. Bangladesh Embassies and High Commissions abroad 
have failed to provide necessary cooperation to the exporters in promoting their products 
in the international market. This is one of the major foreign constraints that hampers the export 
marketing abroad A marketing campaign can make the handicrafts known in target markets. 
7.10 Market Opportunities 
In general there is little scope for large scale expansion of ethnic or traditional crafts. 
In fact, the demand for handicrafts intrinsically is very limited. Handicraft products have to 
compete directly on price, design and capacity, with machine-made products, as well as with 
handicraft products from other counties. The main markets for handicraft products are in 
gifts, housewares, homedecor, seasonal products, toys and personal accessories. 
The type of product with which Bangladesh handicraft exporters can find new openings 
and be competitive is in small, low-priced, utility items with a decorative finish. These are 
the easiest items with which to get into new markets as established suppliers. Seasonal products 
e.g. Christmas and Easter decorations, which may be made using almost any craft technique 
(jute, basketry, woodword) are typical examples. Variety and complexity of decoration (e.g. 
hand painted wood or cerenric items, multicoloured handloom) are a strong point for handicraft 
products as these cannot be produced by machine [Holbourne, 1996]. 
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Certain Bangladesh products have the potential for achieving a significantly increased 
market share. The best Bangladesh leather goods are competitively priced for quality, but 
the main emphasis should be on small goods i.e. purses and wallets. There is a constant 
need to keep up with fashions in leather goods. 
Cane basketry exports could considerably be expanded. Quality and price are good 
and there are not so many competing countries for small cane products. There is scope for 
further expansion of pottery exports. In addition to the small terracotta items which are now 
being exported, there is scope for exporting simple basic plant pots in large quantities. The 
traditional Bangladesh decorative textiles, muslin, nokshi kantha and jamdaar are beautiful and 
will always find a specialised demand. A recent development is the use of the hand quiting 
technique to make American style patchwork quilts for exprort. This is an excellent example 
of using an existing skill to make an export-oriented product. There are several possiblities 
for the development of artificial flower exports. Bangladesh is to compete with Far Eastern 
suppliers. One company has recently developed a range of small wrought iron products (mainly 
candle stands) at reasonable prices. Wrought iron is popular in the international market at 
present and the products need only a little refining to make them very saleable. Handmade 
paper gift stationery items may also be developed for commercial export with the right type 
of modern or nostalgic design [Holboupne, 1996]. 
7.11 Future Prospects of Handicraft Exports 
The handicrafts industry of Bangladesh has been recognised as an important industry 
of the country. It has assumed growing significance from the point of view of its export potential 
and foreign exchange earnings. In view of the poor marketing strategy, handicraft exporters 
have not been in a position to exploit the vast potential of handicrafts in the world markets. 
Despite an acute shortage of relevant information as to provide a clear perception 
of the significant role that production and export of handicraft products have been playing 
in the domestic economy, there will be no denying of the fact that they have a vast potential 
Through their greater presence in different countries and societies, they could uphold our rich 
cultural heritage and immensely help in their further advancement [Mahmood & Rahman, 1994]. 
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Based on indigenous raw materials like wood, bamboo, cane, jute, clay etc., which 
would have very little alternative uses, production of handicraft products enable a better 
utilization of such raw materials and the relative costs of raw materials will be most minimal. 
A greater production and, therefore, export of handicraft products would depend mainly on 
these indigenous raw materials, with very few import dependence. And the net domestic value 
added in the export of handicrafts could be almost hundred per cent [Mahmood & Rahman, 
1994J. Therefore, the future prospects of our handicraft exports are bright. Because two 
of the essential ingredients for production are existing in our country, i.e., raw material and 
abundance of labour with low investment. If it is possible to add modem and mechanised 
methods with the integration of the above two, it is sure that Bangladesh handicraft products 
would be the foremost export item in the world. 
In earlier sections the export pattern and performance of handicraft products have 
been analysed and the problem faced by the exporters have also been indentured. On the 
basis of previous analysis, one can thus form an idea about the future prospects of handicraft 
exports. 
Table 7.7 : Export Projection for Handicraft Products 
1997-98 to 2006-2007 
YeaKs) Projection (Million US S) 
1997-98 
1998-99 
1999-2000 
2000-2001 
2001-2002 
2002-2003 
2003-2004 
2004-2005 
2005-2006 
2006-2007 
8.77 
9.52 
10.33 
11.21 
12.17 Growth Rate 
13 21 R^ Anrun = 8.55 per cent 
14.33 
15.55 
16.88 
18.32 
Source: The table has been prepared by applying the method of exponential curve for trend 
values to the actual data for the year 1980-81 to 1995-96 obtained from the Export 
Promotion Bureau, Bangladesh. 
156 
The projections indicate that exports of handicraft products from Bangladesh are likely 
to rise to a level of US $ 18.32 million in 2006-2007. This amount is almost three times 
the value of this exports in 1995-96. The projections as shown in Table 7.7 have been 
made after critical evaluation of the parameters and by using the method of exponential 
curve for trend values. It indicated that a compound annual average growth rate of 8.55 
per cent in exports could be achieved and desirable during the period 1997-98 to 2006-
2007 taking into account exports of 1980-81 to 1995-96 as the base level. 
The overall analysis reveals that the future prospects for increasing handicraft exports 
from Bangladesh are good and bright provided appropriate policies and strategies are pursued 
and concerted efforts are made by the Government agencies. 
7.12 Recommendations 
Handicrafts occupy an important position in the export strutcture of the country. Despite 
immense possibility of enhancing production of handicrafts within the country, an export potential 
of such items abroad and the place of handicraft products in the export basket, its position 
could not be retained. During the study period, a declining trend in the percentage share 
of handicraft products in the export structure was observed. Could the share of handicraft 
products in exports be sustained, this could have contributed much towards enhancing total 
exports, hi view of the unique features of handicraft products of Bangladesh and ever increasing 
demand of such products amongst womenfolk of developed countries in particular and other 
countries in general, there remains much scope to increase export volume through effective 
market promotion measures. As reported by some of the leading export houses, Bangladesh 
missions abroad may undertake survey of department stores and other large scale retail houses 
and help develop a mechanism through which interaction between export houses of Bangladesh 
and those of large scale retail houses abroad may take place. It is imperative that Bangladesh 
missions abroad give more emphasis on market promotion of non-traditional hems like 
handicrafts and ensure consistent rise in the export of handicrafts market abroad. Development 
of export market ofhandicraft products abroad requires institutional support and credit facilities. 
An integrated approach to intensify market promotion measures and facilitating function of 
the Bangladesh missions abroad may help enhance the extent of market as well as open 
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new markets of handicraft products. Besides there is also the need to monitor the performance 
of such missions in market creation within those countries. This would not only contribute 
to total export earnings, but would also contribute to generate further employment within the 
country. 
In order to make the handicraft industry of our country most competitive and efficient, 
a number of measures have to be taken on priority basis. These are : 
i) easy system of import of raw materials, equipment and accessories in small quantity 
without customs duty; 
n) establishment of raw material bank; 
iii) present BSCIC design centre should be made export oriented; 
iv) product development should concentrate on developing new export-oriented products 
and designs in modem and nostalgic styles, rather than trying to adopt ethnic Bangladesh 
products; 
v) participation in trade fair policy should be re-modeled; 
vi) EPB should promote exports of handicraft products through specialised international 
fairs according to the different types of end use, and not through general trade fairs 
or craft fairs; 
vii) credit facilities and incentives should be replanned; 
vm) manufacturers should be encouraged, and assisted to improve efficiency by investing 
in improved technology; and 
ix) exporters should be encouraged and assisted in developing long term relationships 
with buyers in order to cooperate on product and design development. 
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EXPORT MARKETING OF FRESH FRUITS AND 
VEGETABLES 
8.1 Features of Fruits and Vegetables 
A tropical location, lush greenery, moisture-rich loamy soil and production- friendly 
climate-all these make Bangladesh one of the notable growers of a vast range of fruits 
and vegetables of impeccable quality. Bangladesh has an agro-based economy and her fertile 
alluvial plains are ideal for the cultivation and growth of fruits and vegetables. Improvement 
of technology has led to manifold increase in production for export. The quantum of export 
is not big, but sizeable enough to cater to the large ethnic population of the South Asian 
sub-continent residing in the UK and the Middle East. They have proved to be the biggest 
consumers of Bangladeshi produce. There has been an encouraging growth of export of fresh 
fruits and vegetables to other European countries also in recent years. The changing seasons 
see Bangladesh producing a variety of fruits and vegetables. The winter brings ripe oranges 
and other citrus fruits, cauliflower and cabbages; summer brings succulent mangoes, h/chees, 
water melons, brinjals, yam and ladies fingers; monsoon brings sweet and juicy pineapples. 
A variety of bananas are available all the year round [EPB, Undated]. 
Fruits mostly of Asian indigenous variety are produced all over Bangladesh. Some 
of the products of this sector have already attracted the attention of international buyer for 
excellent quality. Mangoes, bananas, pineapples, lychees, water melons, guava, star apples 
and cashew nut have already found their overseas markets. But due to perishable nature 
only 10 per cent product of fruits are exported. The export of fruits from Bangladesh started 
since 1978-79 for a negligible amount of US$18000 only. Over the years it increased 
significantly and stood at US $ 3.41 million in 1995-96. 
Vegetables both indigenous and other varieties are cultivated throughout Bangladesh. 
The export of vegetables from Bangladesh started in 1973-74 for a negligible amount of 
US $17000 only. Over the years it increased significantly and reached at US $ 14.51 million 
in 1995-96. During the last few years the export of vegetables has been playing a very important 
role in the non-traditional sector. Although this product group constituted less than 1 per 
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cent of the total export earnings during the last couple of years, it is responsible for a sizeable 
portion of the total export earnings from the agriculture sector as a whole. Incidentally most 
of the exported items under this sector are consumed by Asian communities living in the 
Middle Eastern countries and the United Kingdom [GOB, 1992]. 
With the increase in export, the need for growing more vegetables as per the 
requirement has been felt by concerned agencies. As a result, the Government in cooperation 
with Bangladesh Agricultural Development Corporation (BADC) has taken up a programme 
for growing vegetables in some selected farms. As a matter of feet, the objective of taking 
up such types of projects was to establish linkage between the exporters and the growers. 
8.2 Production of Fresh Fruits and Vegetables 
To determine the potential supply of any commodity, particularly for the purpose of 
exports, it is necessary to identify the current production trends and the possibilities of expanding 
the total production. It must be emphasized from the very outset that unless continuous supplies 
can be maintained for the overseas markets, it will be quite impossible to cultivate those 
markets and retain a consistent market share. Continuous supplies can only be ensured if 
production is stable and the output is high [Andaleeb, 1980]. 
8.2.1 Fruits 
Fruits production of 27 varieties accounts for 14.30 lac metric tons in 4.20 lac acres 
during 1993-94. Winter species account for 3.02 lac metric tons in 3.55 lac acres. Due 
to perishable nature only 10 per cent product of fruits are exported. There was an export 
surplus of 20,000mt of pineapples, 15,000mt of banana, 5,000ml of mango, 10,000mt of 
water melon, 150mt of cashew nuts and a small quantity of h/chees and star apples in 
1995. Production of fruits in last couple of years is shown in Appendix-V. 
8.2.2 Vegetables 
The country produces 3.63 lac tons of various items of summer vegetables in 1.76 
lac acres, while 7.76 lac tons of winter vegetables in 2.67 lac acres. The production of 
potato amounts to 14.38 lac tons in 3.13 lac acres. Total production of vegetables summer 
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and winter together accounts for 25.80 lac metric tons during the year 1994-95 [BBS, 1996]. 
Production of various vegetables in last couple of years is shown in Appendix-VI. 
Although the fact remains that the average per capita consumption of fruits and 
vegetables by the nationals is quite low as per studies by National Institute of Nutrition. 
Inspite of the fact, to feed our ethnic people the export market in Middle East and the UK 
is on the increase. The total quantity of fruits and vegetables exported during 1994 was around 
11000 metric tons and out of which 7500 metric tons were vegetables. [Ahsan, 1995]. 
Bangladesh currently exported over 15,000 metric tons of fruits and vegetables per year to 
cater to the needs of a large number of ethnic population of the South Asian sub-continentals 
residing in Middle East and United Kingdom [The Dairy Star, 1996]. 
8.3 Development Infrastructure 
Fresh fruits and vegetables export production status of 15000mt did not grow within 
a day. It has a strong network of production, specially export production since 1976. The 
major emphasis was given in 1986 by BADC with the help of various export producers 
cooperative societies, Kashimpur BADC Estate. The area like ULUKHOLA in Rupganj was 
developed simultaneously. The supplies now come from Jessore, Kushtia, Rajshahi, Pabna, 
Bogra, Rangpur, Chittagong, Comilla, Barhmanbaria, Narshingdi, Munshiganj, and Manikganj. 
Apart from these areas the export quality vegetables come from all over the country. The 
exporters are investing money through middlemen for export quality items and thus the network 
for the infrastructure is as follows [Ahsan, 1995]: 
Exporters 
Supplier to Arat 
Thana Representative or Collector 
Export Producer 
Wholesale market at Sham Bazar and Kawran Bazar (both in Dhaka city) are the 
areas where supplier brings the produce. The exporters place order the previous evening 
asking for the itemwise quantity to be sent the following day. 
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8.4 Shipments 
Exports are done on consignment basis. There are 20 per cent losses in each shipment 
and this quanity is given extra in each consignment. All shipments of fruits and vegetables 
are directly proportional to that of operation of flights. These are lifted by the national flag 
carrier Biman Bangladesh Airlines which allocated 16mt for fresh produce in DC-10 per 
trip while other airlines like Gulf, Emirates, Saudia, Kuwait, Thai, British Airways etc., are 
the major fresh produce carriers allocating around 10-15 mt per shipment. They prefer dry 
cargoes compared to fresh produce, the freights per kilogram ranges from US$ 0.80 to US 
$2 in Middle East and Europe if the booking of space is above 500 kilograms. As per 
existing facility extended by the Biman Bangladesh Airlines only 500 kilograms is allotted 
to each firm. 
8.5 Review of Export Performance of Fruits and Vegetables 
Fruits and vegetables have emerged as an important product group for export in recent 
years. In the section that follows, therefore, an attempt has been made to review the export 
performance of fruits and vegetables of Bangladesh. 
8.5.1 Level and Trends of Export Earnings 
The export of fruits from Bangladesh started in 1978-79 for a neglibile amount of 
US$ 18000. Over the years it increased significantly and stood at US $ 3.41 million in 
1995-96. As regards export of fruits, there is a smooth upward movement upto 
1985-86 and then a sudden sharp upward move from 1990-91 to till now (Table 8.1). The 
change has come mainly from a rise in the export of fruits to UK, where exports rose from 
US $ 0.81 million to US $ 2.08 million during the period of 1990-91 to 1995-96. Trade 
circles ascribe this spurt to extra efforts by exporters in this market to compensate their losses 
in vegetables, which arised due to two sub-sequent floods during 1987-89 and adversely 
affected production of vegetables. The export earnings from fruits for last 16 years is shown 
in Table 8.1. The table shows that export earnings from fruits is increasing over the years 
but its contribution to the total export earnings is very insignificant and almost stagnant. 
Table 8.1: Exports of Fruits and Total Export 
1980-81 to 1995-96 
Yetr(s) Vilut of Exports Annual Growth Indei Number Country's Percentage 
of Fralts Rate (Percentage of Eiport Total Eiport Share of 
(Million change In Earnings Fruits in 
USS) Eiportsover Year) (191141-ltl) (Million Total Eiport 
1980-81 0.03 (-)25 100 709.85 
1981-82 0.08 166.67 266.67 625.89 0.01 
1982-83 0.17 112.5 566.67 686.60 0.02 
1983-84 0.22 29.41 733.33 811.00 0.03 
1984-85 0.31 40.91 1033.33 934.43 0.03 
1985-86 0.81 161.29 2700.00 819.21 0.10 
1986-87 0.31 (-)61.73 1033.33 1073.77 0.03 
1987-88 0.75 141.94 2500.00 1231.20 0.06 
1988-89 0.50 (-)33.33 1666.67 1291.56 0.04 
1989-90 0.70 40.00 2333.33 1523.71 0.05 
1990-91 1.30 85.71 4333.33 1717.55 0.08 
1991-92 0.74 (-)43.08 2466.67 1993.92 0.04 
1992-93 1.31 77.03 4366.67 2382.89 0.05 
1993-94 1.32 0.76 4400.00 2533.90 0.05 
1994-95 1.96 48.48 6533.33 3472.57 0.06 
1995-96 3.41 73.98 11366.67 3882.42 0.09 
Source. Export from Bangldesh 1972-73 to 1995-96.EPB. 
Analysis of export performance of fruits during the study period indicates that the 
export value of fruits increased over the years except for a few years. The value of exports 
of fruit was US $ 0.03 million in 1980-81 and the value increased US $ 3.41 million in 
1995-96. This is an impressive performance in this sector. During the period under review 
annual compound growth rate of fruits export was 24 per cent, which was measured with 
the help of exponential curve. The computed trend equation is as under: 
In FRUIT = -473.47 + 0.24t 
R2 = 0.851 
R2 = 0.841 
t = 8.973 
F = 80.519 
D.W. Statistics = 1.4.07 
Both t-test and F-test have been applied to test the significance of the growth rate, 
which was found to be significant at 0.001 level. Calculated t value = 8.941 and coefficient 
of determination R^O.851 indicated that there is a significant increase in annual export 
earnings over time. D.W.=1.407 indicates that there is no auto-correlation within the variables. 
The export of vegetables from Bangladesh started in 1973-74 for a negligible amount 
of US$ 17000. Over the years it increased significantly and stood at US $ 14.51 million 
in 1995-96. Starting in the 1980s the export potential of vegetables was realised and efforts 
were undertaken to export them As a result, export earnings from vegetables increased from 
US $ 1.47 million in 1981-82 to US $ 17.48 million in 1986-87. The development of export 
of vegetables is shown in Table 8.2 for the period of 1980-81 to 1995-96. 
It is observed from the Table 8.2 that there is an overall upward trend of exports 
of vegetables. However, marked downward trend is observed between 1986-87 and 
1990-91. There are two distinct trends in the 1980s. Between 1981-82 and 1986-87, 
vegetable exports increased ten-fold. It is learnt from the EPB and the trade circles that 
the two subsequent floods during 1987-89 adversely affected production of vegetables and 
squeezed exports. More importantly, in the aftermath of floods, there was a rumour in the 
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international market that flood contaminated food hems, particularly vegetables with diarrhoea] 
diseases, which affected import decisions in the importing markets. With effect from 1989-
90, exports again suffered due to the gulf war. There was widespread dislocation of exports 
from Bangladesh and import in the Middle East. Many Bangladeshi exporters of vegetables 
suffered either due to the absence of the ethnic agents in the foreign markets or the default 
in repatriation of consigned produces [EPC, 1993]. 
Analysis of export performance of vegetables during the review period indicates that 
the export value of vegetables increased many times. The value of exports of vegetables was 
US $ 0.99 million in 1980-81, which was stood at US $ 14.51 milhon in 1995-96. There 
is no doubt that export performance is impressive in this sector. Annual compound growth 
rate of vegetables export under review period was 12 per cent. The computed trend equation 
is as under: 
In VEGE = -228.31 + 0.12t 
R2 = 0.422 
R2 = 0.381 
t = 3.203 
F = 10.258 
D.W. Statistics = 0.452 
The growth rate, which was found to be significant at .005 level under both t-test 
and F-test. Calculated t value = 8.973 and coefficient of determination RMJ.422 indicated 
that there is a significant increase in annual export earnings over time. D.W. =0.452 indicates 
that there is auto-correlation within the variables. Bangladesh is moving in the right directioin 
and yet a lot has to be done before exports of fruits and vegetables constitute a significant 
part of our exports. 
Table 8.2 Exports of Vegetables and Total Export 
1980-81 to 1995-96 
Year(s) 
11980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
Value of Exports 
of Vegetables 
(Million 
VSS) 
0.99 
1.47 
2.42 
3.21 
3.95 
13.76 
17.48 
14.92 
9.44 
7.95 
4.37 
5.46 
8.06 
8.12 
8.69 
14.51 
Annual Gronlh 
Rate (Percentage 
Change la Experts 
•ver Previous Year) 
71.50 
48.24 
64.40 
32.69 
22.92 
248.67 
26.99 
(-)14.63 
(-Y36.75 
(-)15.75 
(-)45.04 
25.01 
47.57 
0.71 
7.05 
66.97 
Indei Number 
•f Export 
Earnings 
(1MMI-JM) 
100.0 
148.48 
244.44 
324.24 
398.99 
1389.90 
1765.66 
1507.07 
953.54 
803.03 
441.41 
551.52 
814.14 
820.21 
877.78 
1465.66 
Country's 
Total Eiport 
(Million 
VSS) 
709.85 
625.89 
686.60 
811.00 
934.43 
819.21 
1073.77 
1231.20 
1291.56 
1523.71 
1717.55 
1993.92 
2382.89 
2533.90 
3472.57 
3882.42 
Percentage 
Share of 
Vegetables In 
Total Export 
0.14 
0.23 
0.35 
0.40 
0.42 
1.68 
1.63 
1.21 
0.73 
0.52 
0.25 
0.28 
0.34 
0.32 
0.25 
0.37 
Source. Export from Bangldesh 1972-73 to 1995-96, EPB. 
8.5.2 Regionwise Export Destinations of Fruits and Vegetables 
Middle East and Europe (mainly UK) continued to be the largest market for Bangladesh 
fresh fruits and vegetables. Table 8.3 shows that the exports of fruits to Middle East increased 
from 36.79 per cent in 1990-91 to 38.49 per cent in 1995-96. But in Europe fruits exports 
somewhat decreased from 62.58 per cent to 61.33 per cent during the same period. On 
the other hand exports of vegetables to Middle East increased from 52.04 per cent in 
1990-91 to 69.70 per cent in 1995-96 and exports to Europe declined from 47.72 per 
cent to 29.47 per cent during the same period. Middle East and European region have 
constituted important markets for fresh fruits and vegetables. These regions together accounted 
for 99.82 per cent of fruits and 99.17 per cent for vegetable exports during the year 
1995-96. But American and Asian regions remained almost untouched. 
Table 8.3: Regionwise Destination of Fruits and Vegetable Exports From Bangladesh 
A Comparison between 1990-91 and 1995-96 
(Calculated from Dollar Values) 
Regions 
Middle East 
Europe 
America 
Asia 
Oceania 
Others 
Total 
Share 
1990-91 
36.79 
62.58 
--
0.08 
— 
0.55 
100.00 
Fruits 
in per cent 
1995-96 
38.49 
61.33 
--
0.18 
--
--
100.00 
Vegetables 
Share in per cent 
1990-91 
52.04 
47.72 
0.19 
. . . 
--
0.05 
100.00 
1995-96 
69.70 
29.47 
0.26 
0.32 
0.08 
0.17 
100.00 
Source. 1. Bangladesh Export Statistics, Various Issues, EPB. 
2. Annual Export Receipts, Various Issues, Bangladesh Bank. 
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8.5.3 Countrywise Export Destinations of Fruits and Vegetables 
Fruits and vegetables exports are mainly directed to Bangladeshis and other ethnic 
Asians living abroad. From Table 8.4 and 8.5 it is clear that Bangladesh exports of fruits 
and vegetables are finding their markets in UK, largest ethnic market for Asians, and in some 
other Middle East countries like UAE, Saudi Arabia, Qatar, Bahrain, Oman and Kuwait where 
a large number of ethnic Bangladeshis are working. Their number has increased after manpower 
export to these countries started as a result of construction boom and requirement of other 
professionals in late 1970s. 
Table 8.4 depicts that exports of fruits from Bangladesh to the UK has increased 
from US $ 0.81 million in 1990-91 to US $ 2.08 million in 1995-96. Exports of fruits to 
Saudi Arabia also has increased from 5 per cent to 22.53 per cent during the same period. 
During the year 1995-96 UK and Saudi Arabia constituted largest country markets for 
Bangladesh's fruits export by accounting for 83.57 per cent. U.K. and Saudi Arabia have 
gained importance while other became slightly less important. This clearly reveals that 
Bangladesh is under-exposed to many important markets such as UAE, Kuwait, Oman, 
Bahrain, Italy, Singapore and Japan. 
It can be observed from Table 8.5 that during 1995-96 UAE, UK, Saudi Arabia, 
Bahrain and Qatar constituted largest markets for our vegetables export by accounting for 
86.86 per cent. There is a strong dependence on the UK and Middle East markets, since 
these are the countries with the largest demand for vegetables as a whole for the ethnic 
people living in these countries. Recently Bangladesh is trying to develop the fruits and 
vegetables export market in Japan, Canada and other EU countries. 
1 
Table 8.4: Geographical Distribution of Fruits Export 
1990-91 to 1995-96 
(Million US $) 
/ 7 * ^ ~ ^ ^ _ Y e a r 
UK 
UAE 
Saudi Arabia 
Kuwait 
Oman 
Qatar 
Bahrain 
Italy 
Singapore 
Japan 
Others 
Total 
1990-91 
0.81 
(62.58) 
0.25 
(19.57) 
0.065 
(5.0) 
0.041 
(3.17) 
0.093 
(7.15) 
0.014 
(1.12) 
0.010 
(0.78) 
~ 
0.001 
(0.08) 
— 
0.007 
(0.55) 
1.294 
(100.00) 
1991-92 
0.52 
70.79) 
0.125 
(3.27) 
0.131 
(17.78) 
0.03 
(4.11) 
0.005 
(0.69) 
0.011 
(152) 
0.013 
(1.82) 
— 
~ 
— 
-. 
0.739 
(100.00) 
1992-93 
0.84 
64.67) 
0.033 
(2.53) 
0.309 
(23.68) 
0.021 
(1.610 
0.006 
(0.46) 
0.051 
(3.91) 
0.003 
(0.23) 
0.010 
(0.77) 
-
~ 
0.028 
(2.14) 
1.305 
(100.00) 
1993-94 
0.90 
68.49) 
0.007 
(0.53) 
0.272 
(20.61) 
0.068 
(5.15) 
_. 
0.031 
(2.35) 
0.002 
(015) 
0.012 
(091) 
— 
0.009 
(0.68) 
0.015 
(125) 
1.320 
(100.00) 
1994-95 
1.375 
70.30) 
0.057 
(291) 
0.396 
(20.25) 
0.014 
0.72) 
0.009 
(0.46) 
0.057 
(2.91) 
0.004 
(0.20) 
0.004 
0.20) 
— 
0.001 
(0.05) 
0.039 
(1.97) 
1.956 
(100.00) 
1995-96 
2.08 
(61.04) 
0.367 
(10.76) 
0.768 
(22.53) 
0.016 
(0.47) 
0.125 
(3.69) 
0.036 
(1.06) 
. . 
— 
0.004 
(0.12) 
~ 
0.012 
(0.35) 
3.409 
(100.00) 
Source: Bangladesh Export Statistics, Various Issues, EPB. 
Note : Figures in parenthesis indicate share in per cent. 
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Table 8.5: Geographical Distribution of Vegetable Exports 
1990-91 to 1995-96 
(Million US $) 
Countrv^---^ 
UK 
UAE 
Saudi Arabia 
Bahrain 
Qatar 
Kuwait 
Oman 
Germany 
Japan 
Canada 
Italy 
Sweden 
Others 
Total 
1990-91 
2.081 
(47.61) 
1.122 
(25.68) 
0.147 
(3.37) 
0.151 
(3.45) 
0.315 
(7.21) 
0.261 
(5.96) 
0.276 
(6.33) 
0.002 
(0.05) 
0.001 
(0.02) 
— 
-
0.015 
(032) 
4.371 
(100.00) 
1991-92 
1.721 
(31.49) 
1.229 
(22.50) 
0.847 
(15.5) 
0.303 
(5.55) 
0.693 
(12.68) 
0.216 
(3.95) 
0.436 
(7.97) 
0.004 
(0.07) 
— 
0.003 
(0.06) 
— 
— 
0.012 
(023) 
5.464 
(100.00) 
1992-93 
1.604 
(19.90) 
1.996 
(24.76) 
1.417 
(17.58) 
0.566 
(7.02) 
1.218 
(1511) 
0.692 
(8.58) 
0.480 
(5.95) 
0.051 
(0.63) 
0.003 
-(0.04) 
0.007 
(0.09) 
0.017 
(0.21) 
— 
0.011 
(0.22) 
8.062 
(100.00) 
1993-94 
1.911 
(23.54) 
1.717 
(21.15) 
1.078 
(13.28) 
1.405 
(1731) 
0.836 
(10.30) 
0.736 
(906) 
0.283 
(348) 
0.065 
(0.80) 
0.034 
(0.42) 
0.006 
(0.07) 
0.012 
(015) 
0.003 
(0.04) 
0.033 
(047) 
9.119 
(100.00) 
1994-95 
2.240 
(25.74) 
2.274 
(26.17) 
0.976 
(1123) 
0.852 
(98) 
1.056 
(12.15) 
0.643 
(7.4) 
0.406 
(4.67) 
0.074 
(0.85) 
0.050 
(0.58) 
0.007 
(0.08) 
0.019 
(0.22) 
0.003 
(0.03) 
0.091 
(0.05) 
14.508 
(100.00) 
1995-96 
4.053 
(27.94) 
2.659 
(18.33) 
2.585 
(17.82) 
1.616 
(1114) 
1.687 
(11.63) 
0.859 
(5.92) 
0.702 
(4.84) 
0.179 
(123) 
0.037 
(0.26) 
0.019 
(0.13) 
0.027 
(018) 
0.018 
(0.12) 
0.067 
(0.46) 
8.691 
(100.00) 
Source: Bangladesh Export Statistics, Various Issues, EPB 
Note : Figures in parenthesis indicate share in per cent. 
8.6 World Export of Fresh Fruits and Vegetables and Bangladesh's Share 
The world exports of fresh fruits and vegetables increased from US $ 9210.09 million 
in 1991 to US $ 10179.76 million in 1995 and US$ 10773.92 in 1991 to US $ 21259.45 
million in 1995 respectively. Table 8.6 depicts that the share of fruits and vegetables export 
of Bangladesh in the world exports is very low. 
Table 8.6: World Exports of Fresh Fruits and Vegetables 
(Value in Million US $) 
Year Total World Export Bangladesh Exports Bangladesh's Share as 
Percentage of the World 
Fruits Vegetables Fruits Vegetables Fruits Vegetables 
1991 9210.09 10773.92 0.74 5.46 - 0.05 
1992 9834.63 17225.74 1.31 8.06 0.01 0.05 
1993 9280.36 17437.17 1.32 8.12 0.01 0.05 
1994 10687.58 19469.70 1.96 8.69 0.02 0.04 
1995 10179.76 21259.45 3.41 14.51 0.03 0.07 
Source: Trade Analysis System on Personal Computer (Based on 'COMTRADE'), ITC/IINSTAT, 1995. 
Table 8.6 shows that share of fruits of Bangladesh in World exports was 0.01 per 
cent in 1992 which increased 0.03 per cent in 1995. Similarly, the share of vegetables of 
Bangladesh in world exports was 0.05 per cent in 1991 and increased 0.07 per cent in 
1995. Bangladesh's share in world exports has gradually been increasing but at a very slow 
rate. 
8.7. Analysis of Export Marketing Mix 
The marketing mix elements such as product, pricing, channel, promotion and 
packaging are mutually interdependent; no single element can be fully effective in the export 
market without support from other elements. The following sections have been devoted to 
analyse these elements. 
8.7.1 Product 
Bangladesh at present exports around 27 varieties of fresh fruits and 55 varieties of 
vegetables. Fruits mostly Asian of indigenous variety are produced and those have export 
demand. Such fruits are: mangoes, bananas, jackfruits, pineapples, guavas, olives, rychees, 
water melons, star apples and other citrus fruits (like oranges, grapes, lemons etc.). 
The bulk of the vegetable types exported could be classified as indigenous Asian 
vegetables such as beans (Dolichos lab lab), brinjal (Solanum Melougena), cabbage (Brassica 
Oleraceo), cucumber (Cacumis Stivus), parble (Tricho Santhes Diocea), Papaya (Carica 
Papaya), Pumkin (Cukurbita Mosehata), Potato (Solanum Tuberosum), white gourd (Benincosa 
Cerifera), borbati (Vigna Sinensis), Pui-sak (Basella Rubra), lady's finger and korola. A list 
of fruits and vegetables exported from Bangladesh has been shown in Appendix-VII. 
On January 1,1988, a unified coding system was introduced to harmonize the trading 
classification systems used world-wide and to allow for improved international comparability 
of foreign trade statistics. This system is called the Harmonized System (HS). The four-
digit list of the main groups of HS codes for fruits and vegetables is given below: 
HS Codes Product 
Fresh Fruits 
08.03 Bananas 
08.04 Dates, figs, pineapples, avocados, guavas, mangoes, mangistan. 
08.05 Citrus fruit (oranges, mandarins, Clementines, tangerines, grape fruits, 
lemon) 
08.06 Grapes, raisins 
08.07 Melons, papayas 
08.08 Apples, pears 
08.09 Apricots, cherries, peaches, nectarines, plums 
08.10 Strawberries, raspberries, blackberries, mulberries, blueberries, 
gooseberries, red currants, white currants, black currants, krwifruit. 
07.02 
Fresh Vegetables 
Tomatoes 
07.03 
07.04 
07.05 
07.06 
07.07 
07.08 
07.09 
Onions, garlic, leek 
Cabbage 
Lettuce, endive 
Carrots, tubers, scorzonera, celeriac 
Cucumbers, gherkins 
Beans, mange-tout, peas 
Artichoke, asparagus, eggplant, celery, mushrooms, truffles, 
capsicum, spinach, olives, sweet maize, capers, fennel, courgette. 
Source: Fresh Fruit and Vegetable - A Survey of the Netherlands and other Major Markets in the 
European Union, CBI, Rotterdam, August, 1995. 
8.7.1.1 Quality Control and Grading Standards 
The quality of the fruit and vegetable products is the key to a successful penetration 
of the global market. To gain footholds in the fiercely competitive export markets, Bangladesh 
must give special attention to international grading practices and cater to market needs in 
terms of the quality demanded. Following the harmonization of rules and regulations in the 
EU since January 1993, uniform quality regulations apply EU-wide. Generally, it can be stated 
that the European market sets high demands on quality. 
In Bangladesh the concept of quality control and grading are not applied too strictly. 
Comprehensive grades and standards for fresh fruits and vegetables must be developed in 
Bangladesh with the help of the Horticultural Board. If necessary, foreign experts may be 
utilized to assess and develop quality control, grades and standards for local products. 
8.7.1.2 Brands and Labels 
Major exporters market most of their horticultural produce under certain brand names 
which are extensively promoted is the markets. In Bangladesh, exporters do not use the brand 
names in fruits and vegetable exports. Besides, unsatisfactory labelling of baskets has been 
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found in horticultural produce exports. The following information needs to be presented on 
the label of the packaging of fruits and vegetables: 
« Name, address of the packer/exporter; 
• Name of the product, variety and type; 
# Country of origin; 
% Class 
# Number of fruits per row or layer (in case of closed pack); 
• Type of preservative. 
8.7.2 Pricing 
In general, the prices of fruits and vegetables show a rising trend from year to year. 
The rising prices in other sectors of the economy particularly transport, fertilizers and storage 
costs, however, have had a market impact on fruits and vegatable prices. The prices show 
marked fluctuations due to seasonality. Generally, the prices are quite high at the beginning 
and end of the season and tend to fall substantially during the middle of the season. 
In principle, price setting of fruits and vegetables, product is established in a free 
market on the basis of demand and supply. Considering the wide scale in the fruits and 
vegetables assortment, the continuous change in supply and demand results in price fluctuations. 
In lie international market at different levels, the margin of fruits and vegetables varies. In 
the import trade it varies between 5 to 10 per cent, in wholesale trade 18 to 20 per cent 
but wholesalers mark-up may be higher if they offer a very specialisd service; and at the 
retail level mark-up vary from 50-60 per cent up to 100 per cent including VAT. It has 
also been found that due to the various intermediate costs, specially the very heavy costs 
of airfreight rates, there is a very big difference between the F.O.B. price and the wholesale 
price. 
In Bangladesh, exporters determine their export pricing of fruits and vegetables on 
the basis of mark-ups. Generally exporters collect fruits and vegetables from the wholesaler 
or sub-whole retailer. Subsequently exporters add certain percentage of mark-up (generally 
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30-40 per cent) over the procurement costs. International wholesale prices for a range of 
fruits and vegetable commodities of interest to the export market are readily available in the 
Market News Service (MNS), a monthly journal on horticultural products, published by 
the ITC/WTO. EPB collects and preserves the MNS. In MNS, prices are given in the 
currency of the importing market. MNS covers the average wholesale market price. Therefore, 
MNS price is a useful tool for producers, exporters, importers, export promotion agencies 
and ministries etc. 
8.7.3 Channel of Distribution 
All the importing countries considered have almost identical distribution channels for 
fresh fruits and vegetables. There are two types of distribution systems. One consists of 
the multitude of small importers/traders who handle single truckloads of mixed products and 
who sell their g6ods on commission to small wholesalers or retailers direct from their truck 
as they do not have cold storage facilities. Large importers sell their products to large 
wholesalers, supermarkets and also to retailers. They deal only in goods of good quality 
and are interested in opening trade contracts with new suppliers able to guarantee regular 
shipments of fresh horticulural produce of consistent quality. 
In Bangladesh fresh vegetables are generally collected by exporters from the Dhaka 
city market through different market participants. The exporters place orders the previous 
evening asking for the itemwise quantity to be sent the following day. After procurement they 
are sorted, graded, packed in bamboo baskets or paper cartons and transported to the airport 
for shipment by air to different destinations. Fresh fruits and vegetables to reach the hands 
of consumers have to go through the following channels (Figure 8.1). 
If a delicate export item like vegetables passes through such a lengthy channel, the 
freshness and quality of vegetables reduces and thereby reduces the acceptability of 
Bangladeshi vegetables to the foreign buyers. Such lengthy channels also increase handling 
wastage and price of vegetables. This forces the buyer to bid higher price in the foreign 
market and thus loses their competitive strength. 
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In the importing countries, more than 60 per cent of Bangladesh's exports of fruits 
and vegetables are received by Bangladeshi importers [ITC, 1982]. Exporters in Dhaka are 
inclined to do business with their Bangladeshi counterparts abroad mainly on two accounts. 
First, exporters do not want to lose ensured market which has already been built by 
Bangladeshi importers in those countries. These importers are also knowledgeable about 
marketing channels in the foreign market and they know consumer centres for ethnic 
Bangladeshis and other Asians for different types of fruits and vegetables. Secondly, exporters 
find it more comfortable and secured to do business with Bangladeshi counterparts abroad 
than with other importers. It is to be noted here that some old and established exporters 
have also their own close relatives in the importing countries acting as importers, particularly, 
in the Middle East countries. 
8.7.4 Promotion 
Promotion is an important element of marketing mix. Promotion constitutes an important 
feature of fruits and vegetables marketing in international markets as major supplying countries 
have large stakes in the consuming markets. The commonly used media include advertising 
in trade and consumer's press, television, demonstration etc. Strengthening market promotion 
in the target market requires a longer gestation period. Since, exporters of fruits and vegetables 
of Bangladesh are small traders they cannot afford the promotion expenditure, hence they 
do not use any promotional measures for fruits and vegetable exports. Experts opine is that 
exporters need institutional support for product campaign and promotion in the international 
market. 
8.7.5 Packaging 
Products are to be packaged in a satisfactory way and this will of course vary 
depending on the different product groups. The main purpose of packaging is to provide 
produce with the attributes necessary to survive a number of different hazards which can 
be expected during storage, transport and distribution. The packing should also be clearly 
marked with the contents, quality, size and grade of the product. 
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Horticultural crops are living tissues, high in water-content and diverse in terms of 
morphology, composition and physiology. The successful development of a package is based 
on the requirements of the product within the framework of the handling and marketing 
system. The main causes of deterioration are metabolic change, mechanical injury and attack 
by pests and disease [ITC, 1988]. 
Exports of fruits and vegetables to all destinations from Bangladesh are packed in 
either bamboo baskets 10 kg capacity (Tk. 4-5 per basket) or for irregular shaped items, 
second hand fiberboard containers (10-15 Kg per container) or hessain purpose made bags. 
There exists some variation in the design of bamboo containers from dish shaped to cylindrical 
(height 450 mm). The baskets are closed with papers, sacking or bamboo lids. There is 
no chilling involved with the export of fruits and vegetables as these are all exported within 
24 hours of harvesting. The currently used bamboo baskets are unsuitable for the export 
of these highly perishable commodities and the exporters seem to be unable to compete with 
other exporting countries. All the exporting countries except Bangladesh, pack their horticultural 
produce in corrugated paper board cartons, which have clear labels firmly attached to them 
The produce in such packs is well ventilated and properly graded and sorted and each package 
contains a standard size and weight. Bangladesh is the country using bamboo basket packaging 
for the target market. This form of packaging is unsuited to the requirements of the target 
market. It does not facilitate high stacking and marshalling. Consequently, the handling costs 
are comparatively high, due to the labour intensive handling needed. 
Bangladesh has no standard fruits and vegetables export packing system. But improved 
packaging attracts the foreign buyer. Even some importers specify the packaging standard. 
Only 4 packaging companies have been developed in Bangladesh. Naturally, the cost of 
packaging of international standard is high in Bangladesh. So small exporters of fruits and 
vegetables cannot afford to buy that expensive packaging where as in India near about 
320 packaging companies have been developed. So the cost of packaging of international 
standard is lower in India and all the exporters pack their vegetables in corrugated paper 
board cartons of international design and standard and this has given India an edge over 
Bangladesh regarding fruits and vegetables export [Hasan, 1994]. 
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8.8. Export Marketing Strategies 
Export marketing strategies are in effect blueprints for competing with the rivals on 
target export markets. Therefore, in the next sections, export marketing strategies suggested 
have been enumerated. 
8.8.1 Product Strategy 
Product is the heart of the marketing mix. Because of the highly competitive nature 
of export market it is vitally important to develop products i.e., suitable varieties of fruits 
and vegetables, including strains of established varieties adapted to local conditions. The 
varieties chosen should be vigorous in growth, high yielding, resistant to pests and diseases 
and such that they can withstand the hazards of long haulage and multiple trans-shipment. 
Due to lack of co-ordinated product policy and production programme for export, varieties 
of fruits and vegetables and quality do not conform to requirements of export market. The 
emphasis on genetic engineering is to be given to improve new varieties for horticulture 
produce. 
For the economy like Bangaldesh, the best product development strategy is to prepare 
product development plants within the country for the foreign buyers. The Bangladesh 
Agricultural Research Council (BARC) is required to emphasize on coordinating the total 
efforts. 
8.8.1.1 Branding, Labelling and Packaging 
As the buyers get familiar with the brands, their repurchase rates increase. It may 
be recommended that efforts should be launched to promote local brands once supply problems 
are sorted out. Special care should be taken to ensure that the airway label tags tied 
to the bamboo baskets (existing packaging) are of good quality and are not easily removed 
or torn by the time the product is received at the destination. 
Packaging is a part of product strategy. Bamboo basket packaging is not suitable 
for palletization and containerization and consequently this form of packaging requires more 
air freight space than paper board carton and is also not conducive to the optimum utilization 
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of the limited air freight space available in Bangladesh. Packaging in paper board cartons 
is essential pre-requisite for Bangladesh to expand its fruits and vegetable exports to the 
target market. This form of packaging makes the produce more competitive and helps in 
better presentation of produce in the market stands as well as factilitating efficient handling 
and cartage. 
8.8.2 Pricing Strategy 
Export pricing strategy is a part of export marketing strategy; it is the use of price 
to achieve strategic goals in the target market [Root, 1966]. Since frutis and vegetables are 
highly perishable in nature, exporting firms should keep in mind this issue while determining 
the price. Exporters should follow the market skimming pricing strategy for distinctly superior 
kerns in respect with variety, size and frehsness. The basis of the strategy is that exporters 
seek to price their product at a high level without jeopardizing sales; and its advantage 
is that it allows ample altitude for future reductions [Majaro, 1986]. 
8.8.3 Channel Strategy 
A channel of distribution provides the mechanism through which the firm gains access 
to the target market for its products. Therefore, selection of proper channel of distribution 
can immensely help and improve the performance and competitiveness in the target markets. 
It has been seen that a number of middlemen are involved in the export chain of fruits and 
vegetables. Due to perishable nature of the products it is recommended that strategy should 
be to select an appropriate channel so that exporters can supply the produce within a short 
span of time. Direct export to the appointed agents/ distributors by the exporters in the 
target markets may be the suitable channel to maintain the freshness and quality of fruits 
and vegetables. 
8.8.4 Promotion Strategy 
To establish and retain fruits and vegetable export markets, Bangladesh must plan 
a concerted effort for promoting the export items in foreign markets. Many exporting countries 
provide considerable institutional support for publicity and promotion. Such efforts may be 
provided through an institutional set up in Bangladesh to enhance fruits and vegetable exports. 
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Assistance should be given for selected exporters to visit target markets to see for themselves 
the quality and range of fruits and vegetables that are supplied by competing countries, 
the distribution system and to build contacts with importers and buyers through personal 
meetings. Apart from this, exporters can participate in the specialised trade fairs where 
restricted group of products are displayed. Such fairs are well known in Europe and other 
regions as international promotional platforms. Europe's main fruits and vegetables specialised 
trade fair is the biennial "AGF -Totaal" which is held in Rotterdam in the month of September 
in uneven years (1997, 1999, 2001 etc.). 
8.9 Incentives and Facilities 
Some existing and new incentives and facilities have been made available to the 
exporters of fresh fruits and vegetables in the Export Policy 1995-97. These are enumerated 
'below: 
t Air freight will be reduced for export of fruits and vegetables. 
« In the context of market economy policy of the Government, the Civil Aviation 
Authority will withdraw the royalty presently imposed on the landing of cargo flights 
of the foreign airlines to facilitate the transportation of air borne export goods at 
competitive prices. 
9 To facilitate easy and quick transportation of fresh vegetables and other perishable 
products produced in the northern area of the country and also to help maintain 
the quality of the products, the facility for direct air booking of all these products 
from Rajashahi and Syedpur will continue. 
t To increase the export of agricultural products, particularly fresh fruits and vegetables, 
emphasis has been laid on the expansion of production improvement of quality standard 
and development of packaging system of all such products 
8.10 Marketing Constraints of Fresh Fruits and Vegetables 
The following domestic and international factors are responsible for slowing down 
speed of fruits and vegetables exports. 
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8.10.1 Domestic Constraints of Fresh Fruits and Vegetables 
Constraints both in domestic and target markets inhibit the exporters in performing 
the export marketing activities of fruits and vegetables. Domestic constrains are enumerated 
below: 
8.10.1.1 Non-availability of Cold Storage 
Fruits and vegetables exporting countries ensure adequate provisions of cold storage 
facilities for the perishable items. In the absence of such facilities, a tremendous amount 
of wastage is anticipated. A study in India [Sethi & Maini, 1996] indicated that due to 
lack of adequate storage facilities and other post harvest operations wastage occurred to 
the extent of some 20-40 per cent of the aggregate production of fruits and vegetables. In 
Bangladesh the availability of storage facilities is quite inadequate and limited to very few 
areas. 
The exporters are greatly handicapped by the non-availability of cold storage facilities 
at the airport, and in the event of any delay in flight schedule, the entire consignment is spoilt. 
Bangladesh has been suffering from non-availability of required cold storage. This results in 
the supply of lower quality of fruits and vegetables to the world market. 
8.10.1.2 Lack of Modern Technology 
Absence of modern technology is one of the major domestic constraints in case of 
producing frutis and vegetables. Lack of improved quality of fertilizer, tractor and insecticide 
results lower productivity in comparison to other neighbouring countries like India, Malaysia, 
Indonesia, Singapore and Philippines. 
8.10.1.3 Layer of Middlemen 
A number of middlemen are involved in marketing of fresh fruits and vegetables 
from grass-root level to target markets. The involvement of more middlemen results in the 
higher cost of fruits and vegetables. On the other hand, farmers are deprived from their actual 
share of profit and an unwilling mood was seen among them to go for further production. 
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8.10.1.4 Dearth of Packaging 
One of the major problem of exporters of fresh fruits and vegetables is the dearth 
of packaging. The containers currently in use are unsuitable for the development and expansion 
of an export market. The material for packaging (fiberboard) available locally is also unsuitable 
for manufacturing of packages for export. Packaging materials meeting international standards 
were not produced in Bangladesh and so the exporters had to pack export consignments 
in traditional packaging. 
Recently two types of perforated cartons holding 10kg measuring (37.5x27x23 cm) 
and 5 kg measuring (37.5x27x13.5cm) respectively have been developed in Bangladesh by 
the local packaging companies. These two cartons were made with 7 pry and 5 pry paper 
boards. The price was reported to be within acceptable limit which is subject to further 
negotiation. The present demand for such cartons is 100,000 per week [Ahsan, 1995]. It 
is expected to have a breakthrough in packaging problem for fruits and vegetables. This 
packaging will help in employment of labour, higher export order, 33 per cent air planes 
pallets increased capacity utilization compared to the present hazard of packing in bamboo 
basket and irregular shaped cartons as being sent now. Many importing countries prohibit 
the use of bamboo baskets on account of the problems of their disposal and the infection 
they may carry. 
8.10.1.5 Lack of Adequate Space 
The country's horticulture products are facing serious problem due to lack of adequate 
space on Biman flights. Sometimes it so happened that of the consigment three-fourth of 
horticulture products was off-loaded from the Biman flight due to lack of space. Bangladeshi 
exporters, were very often compelled to send their products by other airlines, by paying 
higher freight charges. 
Presently British Airways, Gulf Air, Emirates, Saudia, Drake Air, Indian Airlines, Royal 
Nepalase Airlines, Aerofloat etc. are operating in Bangladesh. The reservation provision of 
the full aircraft pallet and containers is also good for the exporters, but it is required to 
be done on regular basis. But our exporters are facing tremendous competition with Indian 
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exporters and as a result booking cost of pallet fall load has been increased by British Airways 
and other airlines. Biman Bangladesh Airlines should develop cold storage facilities at the 
airport in the interest of exporting a large quantum of horticulture products. 
8.10.1.6 Lack of Credit Facilities 
Production of quality horticultural produces for export requires a high amount of 
investment and credit. Adequate financial incentives are not often available either to farmers 
directly at preferential rates or via loans and tax advantages for commercial companies. This 
severely restricts growth in the industry, especially at the production level [EPC, 1993]. 
8.10.1.7 Cumbersome Documentation Procedure 
Cumbersome documentation procedure is the another export problem of fresh fruits 
and vegetables. The export procedure at the terminal points is very elaborate and time 
consuming. Lack of readily available documents (such as GSP certificates, Phycho- Sanitary 
Certificates) were also found at the terminal points. 
8.10.1.8 High Market Prices 
The cost of air freight, customs, packaging, labour handling and godown charges 
raise prices very high. This problem usually makes the local horticulture produce uncompetitive 
in the export markets. 
8.10.2 Constraints in Target Markets 
Bangladesh is confronting with some problems in the target markets to export fresh 
fruits and vegetables, which are the following: 
Bangladesh embassies and high commissions abroad show reluctance to provide 
necessary cooperation, advice and technical assistance for the expansion of existing markets 
and finding out new market segments. 
Recently India, Pakistan and Bhutan emerged strongly in international market. Indian 
fruits and vegetable exports have increased to Middle East and Europe since last few years. 
So Bangladesh exports to these regions has almost been steady or on gradual decline. 
Bangladesh has always beeu trying to produce quality fruits and vegetables for the 
target markets. But some other Asian countries specially Singapore, Thailand, Malaysia, 
Philippines are producing higher quality fruits and vegetables and capturing the global market. 
For this reason Bangladesh can not compete with them in the international market. 
8.11 Future Prospects of Fruits and Vegetable Exports 
Bangladesh has requisite environment for producing quality horicultural products. If 
Bangladesh can exploit the favorable environment. Bangladesh could emerge as a major 
export country. Our land is fertile, labour is cheap and farmers are experienced. Moreover 
Bangladesh fruits and vegetables have got some unique features such as taste, colour etc. 
which are attracting more consumers than those of other competing countries. Most of our 
products are natural and free from harmful ingredients. These have made our horticultural 
produce more accessable to the export markets. An export projection of fruits and vegetable 
has been shown in Table 8.7. 
Table 8.7: Export Projection for Fruits and Vegetables 
1997-98 to 2006-2007 
Year(s) 
1997-98 
1998-99 
1999-2000 
2000-2001 
2001-2002 
2002-2003 
2003-2004 
2004-2005 
2005-2006 
2006-2007 
Projection for Fruits 
(Million US $) 
4.88 
6.18 
7.84 
9.95 
12.62 
16.01 
20.30 
25.75 
32.66 
41.43 
Growth Rate 
Per Annum = 
26.64 per cent 
Projection for Vegetables 
(Million US $) 
17.82 
20.00 
22.45 
25.21 
28.30 
31.77 
35.67 
40.05 
44.96 
50.47 
Growth Rate 
Per Annum = 
12.23 per cent 
Source: The table has been prepared by applying the method of exponential curve for trend values 
to the actual data from the year 19S0-81 to 1995-96 obtained from the EPB, Bangladesh. 
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The projections indicate that exports of fruits and vegetables are likely to rise to 
a level of US $ 41.43 million and US $ 50.47 million respectively in 2006-2007. The 
projections have been calculated after critical evaluation of the related parameters. Compound 
annual growth rates for frutis and vegetables have been calculated 26.64 per cent and 12.23 
per cent respectively during the year 1997-98 to 2006-2007 by using the method of exponential 
curve. 
Bangladesh has enormous prospects for exporting fruits and vegetables in the export 
markets. According to the Bangladesh Fruits, Vegetables and Allied Foods Exporters 
Association, if appropriate measures are taken Bangladesh could earn US $ 200 million every 
year through the export of fresh fruits and vegetables. 
8.12. Recommendations 
The variety of fruits and vegetables grown in Bangladesh could be a major source 
of foreign exchange earnings of the country if necessary measures are taken in the right 
direction. Special emphasis for special products like star apple, sapota, pineapple, papaya 
etc., could open new markets in Hongkong, Singapore, Japan, and USA. This aspect is 
equally important for other exotic fruits like straw berry, avocado etc. The research by BARI 
and other related agenciess is required to be encouraged for this. As regards vegetabls 
the items like tomato, broccoL asparagus, mushroom, courgettes, gherkins and aubergines 
could be explored for European and Japanese market. Special varieties are to be introdcued. 
Straw and bottom mushroom are two good items in the world market [Ahsan, 1995]. 
Studies on correct maturity of exportable fruits and vegetables should be undertaken 
to ensure nutrient quality, appearance, freshness and lustre which are very much desirable 
for receiving higher values in the international market. 
Standard prices of fruits and vegetables should be fixed by the EPB on the basis 
of the FTC market news service and from other sources. 
Fruits and vegetables export of different categories are ethnic-oriented in U.K. and 
Middle East countries. Efforts should be made to identify the reason for not receiving these 
products by consumers other than the Bangladeshis in the Middle East Market and suggest 
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measures to overcome the related constraints. It is also required to penetrate the existing 
ethnic market and to enter the formal market. 
In the European markets competition is severe, as the main suppliers include the 
leading export countries such as India, Kenya. Cyprus, Pakistan, Sri Lanka, Morocco, etc. 
Therefore, the market requires fruits and vegetables of the best quality, properly sorted and 
graded and packed in presentable paper board cartons. 
In a seminar, an airfreight industry expert M.A. Alam said that sometimes it so 
happened that three-fourth of horticultural products were offloaded from the Biman flights 
due to lack of space. He recommended allocation of more cargo space for the carriage 
of horticultural products [Financial Express, 1996]. Biman should develop cold storage 
facilities in the interest of exporting a large quantum of horticulture products. The BADC 
should expedite the construction of its cold storage factility near the airport so that the present 
problems faced by exporters due to inadequate cold storage space may be resolved. The 
booking cost of Air pallet by Biman and other airlines need be within the reach of the exporters. 
The exporters association may collectively hire pallets which will reduce their costs [Sunder, 
1995]. 
As regards processed or even dehydrated fruits and vegetables the market is huge 
and for this special training for enterpreneurs is to be organised and the industries need be 
established. 
Packaging materials meeting international standards are not produced in Bangladesh 
and so that exporters have to package export consignments in traditional packaging. Packaging 
materials should be produced and manufactured in Dhaka to ensure packaging of international 
standard. 
Efforts may be taken for detailed identification of technological support for export 
promotion of fruits and vegetables mainly in the field of research, training, institutional 
development and infrastructural facilities. 
The EPB should arrange with the embassies, trade offices and consulates in the 
target markets to intensify efforts to assist exporters in establishing contacts with importers. 
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Finally, the attempts should be made to send trade delegations to Japan, Hong Kong, 
Malaysia, USA to increase fruits and vegetable exports, as those markets are mostly untapped 
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CONCLUSIONS, SUGGESTIONS AND POLICY 
IMPLICATIONS 
This chapter purports to provide conclusions of the study. Suggestions and policy 
implications for boosting exports are also discussed in the light of the findings of the study. 
The main conclusions that emerged from the study are given below: 
9.1 Conclusions 
The export sector of Bangladesh demonstrated promising growth patterns during last 
16 years. This has been possible mainly due to a selected non-traditional items. The exports 
of Bangladeshi non-traditional items have been increasing rapidly for the last two decades. 
The international environment has also been conducive to a higher level of interaction among 
the nations. Therefore, identification of new markets, product diversification and suitable export 
marketing strategies can move Bangladesh ahead. The productwise conclusion for various 
aspects is discussed below: 
9.1.1 Shrimp 
As a non-traditional item, export of shrimp which is the third largest foreign exchange 
earner of the country, accounts for about 8 per cent of the total export earnings of non-
traditional items and about 7 per cent of the total export earnings of the country. Bangladesh 
has gradually been emerging as an important producer of cultured shrimp and due to this 
the fisheries sector is contributing substantially to GDP. With the world demand for shrimp 
being in excess of the supply, our position in the world market is quite good and encouraging. 
Bangladesh occupies ninth position in shrimp exports in the world. But at present the 
international phenomena such as declining trend in consumption in the foreign markets, protected 
recession, tough price competition, recent temporary import ban by EU etc. have been 
hampering the export of shrimp. In addition to the international constraints, the domestic factors 
like lack of larvae, inadequate credit facilities, lack of proper infrastructure, dearth of quality 
packaging etc. have slowed down the exports of shrimp from Bangladesh. 
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Therefore, timely availability of sufficient fry, development of infrastructural facilities, 
proper application of semi-iutensive method, setting up of laboratories and breeding centres, 
maintaining quality control strictly, constituting Shrimp Development Board, continuous market 
surveys, identification of new markets and demand, market diversification and producing quality 
packaging material can help overcome the problems and boost up the exports of shrimp. 
With proper planning, Bangladesh can emerge as one of the top-most shrimp producing and 
exporting countries in the world. 
9.1.2 Knitwear 
Knit garment industry in Bangladesh, a sub-sector of textiles and RMG has emerged 
as one of the major export-oriented industries during the late eighties. Exports of knitwear 
during the last seven years have increased tremendously and there is vast potential for further 
growth also. Knitwear products have recently occupied a prominent place in the list of 
exportable items. With the passage of only seven years knitwear accounted for foreign 
exchange earnings of US $ 598.32 million in 1995-96 from US $ 14.84 million in 
1989-90, which was undoubtedly a remarkable achievement in our country. At present 
knitwear is the second largest foreign exchange earner of the country. The contribution of 
these items to the total foreign exchange was 15.41 per cent in 1995-96. But domestic 
constraints like lack of quality yarn, lack of dyeing and dyestuffs, concentration of exports 
on a few items, lack of product and market diversification and international constraints such 
as lack of direct contact, international competition etc. have done considerable damage 
to our knitwear exports. 
Through establishment of private spinning mills for production of yarn, development 
of own textile and backward linkage industries, diversification to other varieties for reducing 
overdependence on a few items, cash incentives on export performance, increase in L/Cs 
margin, participation in specialised trade fairs, and improving packaging with appropriate 
planning, Bangladeshi knitwear exports can be doubled by the year 2000. 
9.1.3 Handicrafts 
The most important industries in Bangladesh in early and medieval times comprised 
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of handicrafts and cottage industries. It is generally accepted that contribution of the handicraft 
sector to employment is substantial. The handicraft sector is an important tool for creation 
of employment opportunity. Export of handicrafts plays a vital role in the economy of 
Bangladesh. It is a non-traditional sector with huge potential for export. Bangladesh handicrafts 
industry is doing an excellent job in exporting products and earning foreign exchange for 
the country. In the export markets. Bangladesh handicraft products are becoming popular 
because of their unique artistic nature and craftsmanship. 
During the study it has been found that export earnings from handicrafts sector has 
remained steady due to various factors. The international factors like tariff barriers, lack 
of direct trade, insufficient market exposure and domestic factors like lack of proper planning 
for marketing, inadequate infra structural facilities, low quality and design, lack of modern 
technology and chemical treatment, lack of product and market diversification etc. have posed 
a challenge to the handicraft industry' and hampered the exports. 
Easy system of import of raw material equipments, establishment of more design centre, 
production of high quality handicrafts, proper product development, attractive packaging, 
participation in trade fairs, long term relationship with the buyers and taking such other strategic 
actions could be considered for meeting challenges of handicraft exports. If the above 
recommendations are implemented the handicraft exports can be doubled by the end of 
the current decade. 
9.1.4 Fresh Frui ts and Vegetables 
Bangladesh has an agro-based economy and her fertile alluvial plains are ideal for 
the cultivation and growth of fresh fruits and vegetables. Though the quantum of export is 
not big, but sizeable enough to cater to the large ethnic population of South Asian sub-continent 
residing in UK and Middle East. They have proved to be the biggest consumers of Bangladeshi 
horticultural produce. There has been an encouraging growth of export of fresh fruits and 
vegetables to other European countries also in recent years. During the last few years the 
export of fresh fruits and vegetables has played a very important role in the non-traditional 
sector. But some domestic and international factors are responsible for inhibiting fresh fruits 
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and vegetable exports. These are non-availability of cold storage, lack of modem technology, 
dearth of packaging, lack of adequate space on flights, lack of credit facilities, cumbersome 
documentation procedures, non-cooperation of Bangladesh embassies abroad, strong 
competition etc. 
The variety of fruits and vegetables grown in Bangladesh could be a major source 
of foreign exchange earnings of the country if appropriate measures are taken in the right 
direction. Development of new varieties, penetrating the existing market as well as entering 
into the formal market, producing quality of fruits and vegetables, expediting the cold storage 
facilities at the airport, proper and good packaging, ensuring flight booking, conducting 
research, providing training, making institutional development, improving infrastructural facilities 
for the export promotion, participation in trade fairs, sending trade delegations to the untapped 
markets etc. can boost up the fruits and vegetables exports from Bangladesh. If the above 
measures are taken Bangladesh could earn US $ 200 million every year through the export 
of fresh fruits and vegetables. 
In the present situation, Bangladeshi non-traditional exports depend on a limited number 
of products, among which RMG. knitwear, shrimp, handicrafts, are the most important. It 
is certainly desirable to further promote the export of the existing non-traditionals, such as 
fresh fruits and vegetables, engineering goods, toys (stuffed and inflated), chemical products, 
specialised textiles, luggage and leather goods. At the same time, it is necessary to identify 
a number of new commodities for specific markets. 
9.2 Hypothesis Reconsidered 
From the study it has been identified that poor progress and performance in the export 
of non-traditional items can be attributed to a number of factors such as poor product quality, 
unimpressive design and packaging, fixing of export prices, faulty distribution channels and 
lack of promotional measures. It has also been found that most of the factors are interrelated 
and interdependent as the underlying reasons for the shortcomings in these factors are mostly 
common. This is also evident from findings and recommendations which are given productwise 
as well as in general. 
9.3 Suggestions and Policy Implications 
Export marketing of non-traditional items in Bangladesh needs some restructuring. It 
becomes imperative to find out the possible ways and means to improve the export marketing 
operations. The government policy makers, trade, industry and various other related institutions 
will have to come forward and strive hard to improve the country's export performance 
and export competitiveness of non-traditional items. Based on the findings of the study, a 
few suggestions and policy implications are as outlined below: 
93.1 Creation of Exportable Surplus 
Bangladesh produces both agricultural and manufactured non-traditional hems. 
Creation of a substantial non-traditional exportable surplus is the most important pre-requisite 
to export growth. Generation of non-traditional exportable surplus depends primarily upon 
increased domestic production. All-out efforts should be intensified for increasing production 
of non-traditional items both agricultural and manufactured. Attempts should also be made 
for transformation of primary products to manufactured products which will lead to earn more 
foreign exchange. 
9.3.2 Reducing Dependence on a Few Items 
Efforts need be made to abstain from placing a heavy reliance upon exports of just 
one or two products like RMG, knitwear, shrimp etc. in future. RMG on which Bangladesh 
has heavily depended as an item for its exports in the past and even at present constitute 
one such product. 
9.3.3. Larger Exports of Non-traditional Products 
There is no doubt that in future, exports of non traditional hems will continue to receive 
greater attention for attaining the goal of higher unit value realisations and for keeping pace 
with the changing world trade patterns. Therefore there is a strong need for going in for 
larger exports of non-traditional items. Exports of non-traditional items can be increased by 
adopting suitable production and export marketing strategies. 
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9.3.4 Greater Diversification within Each Product Category 
Within each product category diversification should be made to specialise in hems 
which are growing fast and which also account for greater share of world exports but which 
have so far not been exported from the country. Within each category of the exports of 
knitwear, handicrafts, and other products, the country needs to start exporting on a large 
scale products which fall under different HS or SITC group. Even within each species/variety 
of shrimp and fruits and vegetables also the items need be expanded. 
9.3.5 Exports to Untapped Markets 
In order to improve the market composition in future it is suggested that exporters 
should try to penetrate into some of the markets for non-traditional items which have high 
potential but have not been tapped as yet. Some of the markets at present also hold negligible 
shares. It is necessary for Bangladesh to make all-out efforts to explore latent markets for 
exporting non-traditional products. Though the developing countries like India, Pakistan, 
Philippines, and Thailand have already made a dent in these markets, there still remains 
scope for Bangladesh to tap the markets. 
9.3.6 Market Diversification 
Though markets for Bangladeshi non-traditional products are little diversified, most 
of the markets remain under-explored. Even in our top six export markets USA, UK, 
Germany, France, the Netherlands and Japan constituting 73 per cent of our total exports, 
Bangladesh share in their total imports is very negligible. It is necessary to concentrate on 
penetrating further the major developed markets like USA, EU and Japan in which Bangladesh 
has already got a presence since these are markets which are expected to grow fast. Countries 
such as Australia, Austria, Newzealand, Switzerland, Sweden and some other Asian, Middle 
East and Scandinavian countries could be promising markets for Bangladeshi non-traditional 
items. Institutional facilities are necessary to explore latent markets and diversify these markets 
for exporting non-traditional products. Therefore, identification, diversification and development 
of export market by taking the assistance of market research are essential for Bangladeshi 
non-traditional exports. 
9.3.7 Production and Supply of Quality Products 
In the export of non-traditional items, quality plays a very significant role. With a 
view of gaining reputation in the export market and to reach a higher levels of export 
performance Bangladesh should produce and supply higher quality non- traditional products. 
The quality of the products should strictly conform to the specifications of the buyers. The 
producers must use high quality raw material and strictly enforce the quality control measures 
in production. Low quality products may prove detrimental to the country. Therefore, it is 
suggested that preshipment inspection scheme and other quality control measures should be 
streamlined so that the hindrance of low quality products does not appear in future. This 
will help improve marketability of Bangladeshi non-traditional export items. 
93.8 Design and Product Development 
Well equipped design and product development centres particularly for handicrafts 
and knitwear should be established in different parts of the country. Invitation should be 
extended to foreign designers to demonstrate the prevailing fashion and design trends in the 
world market, so that Bangladesh can provide the international market with unique product 
designs in handicrafts and knitwear. The practice of the invitation should be a regular feature. 
9.3.9 Improvement in Packaging Material 
During the study it has been found that packaging of non-traditional products was 
largely neglected in Bangladesh. The Bangladeshi manufacturers/ exporters accorded low 
priority to the packaging field. Although packaging is not only important but can also enhance 
the shelf value of the products. Concerted efforts should be made to improve the packaging 
material to uphold the reputation of the country. Government should come forward and give 
emphasis to produce high quality packing material. It is suggested that more packaging 
companies should be set up with the existing ones and ensure that these companies produce 
international standard packaging material for non-traditional products export. 
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9.3.10 Streamlining the Overseas Distribution Strategies 
Distribution strategies need be streamlined and reoriented in favour of the large scale 
retailers so as to enhance the export competitiveness and to gain a wider acceptance of 
Bangladeshi major non-traditional items in the overseas markets. In order to build a good 
image in future, exporters should enter into export market with long term commitment and 
should adhere strictly to the quality control, delivery schedules and other stipulations. These 
changes on the part of the exporters can go a long way in establishing themselves as serious 
and reliable business partners in the world markets. 
9.3.11 Effective Promotion in the Overseas Markets 
One of the reasons for negligible share of the non-traditional products under study 
in the world markets has been the inadequate exposure in the international market. In view 
of poor promotion and publicity of Bangladeshi non-traditional products in the world markets, 
it is suggested to revamp the activities of different export promotion institutions. Necessary 
integration is required among the activities of various organisations. It also seems advisable 
to go for greater promotion of Bangladeshi non-traditional products through adequate publicity 
and participation in specialised trade fairs and exhibitions. In addition, brochures and catalogues 
may be sent to Bangladesh missions abroad for transmission to importers, large scale retial 
houses, importers' association etc. It is also suggested to advertise in the national and 
intenational magazines and reputed trade journals which should be the responsibility of the 
Government agency like EPB, because small exporters can not afford heavy advertising cost 
in such journals. 
9.3.12 Arranging Market Visits 
Market visits by trade delegations may contribute substantially to the promotion of 
the country's non-traditional exports. Visits to foreign countries by business delegates are 
required in order to explore the markets and obtain export orders abroad. Apart from market 
visits more display or sales centres should be set up in Bangladesh missions abroad. The 
government may also extend necessary assistance to private entrepreneurs for setting up show 
rooms/display centres/trade offices in important cities abroad. 
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9.3.13 Market Exploration Studies 
Presently the exports of non-traditonal items from Bangladesh are destined mainly to 
USA and EU countries. Overdependence on a few markets has been one of the limiting 
factors in expansion of exports. This focusses attention on the need for market diversification 
for export growth. It is suggested that in-depth studies should be conducted in countries 
to acquire knowledge about the requirements of the buyers in terms of design, colour, 
sizes, tastes, specifications, quality etc., for formulation of export marketing strategies. 
9.3.14 Institutional Framework 
In the process of entering into new export markets, one vital aspect is the availability 
of requried institutional facilities. Institutional framework as it exists today, comprises Export 
Promotion Council, Export Promotion Bureau, State Trading Corporation, Commodity Boards 
and other service support organisations like Trade Fair Authority, Institute of Foreign Trade, 
Trade Development Authority etc. It is suggested mat Commodity Boards, Trade Fair Authority 
and Institute of Foreign Trade should be set up for looking after export expansion effort 
of major non-traditional commodities like knitwear, shrimp, handicrafts, leather goods, fruits 
and vegetables, chemical products, engineering products, specialised textiles etc. It may be 
a joint effort of all such institutions which can boost Bangladeshi non-traditional exports in 
thrust areas and give a new competitive edge to our export promotional drive. 
Many of the suggestions and policy implications made above have been long overdue. 
Therefore, it is essential on the part of exporters, policy makers, government agencies to 
go for these reforms and policy changes to rectify the weaknesses in the existing export 
marketing operations of non-traditional exports. The suggestions and policy reforms, if 
implemented properly can lead Bangladesh go a long way in achieving much better results 
in future. 
9.4 Direction for Further Research 
Based on the research work undertaken during study period the research hinted that 
certain areas of the export marketing of non-traditional items need extensive research. It is 
in the fitness of things that certain guidelines be proposed for further research work. 
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1. There is need of a comprehensive and continuous study of major non-traditional 
products. The potential for future growth of the market along with the other marketing 
characteristics of the countries should be studied. It may be feasible to study a group 
of countries such as EU, Middle East, America, Oceania etc. where Bangladesh is 
exporting non-traditional items. 
2. A comparative study of Non-traditional Exports from Bangladesh and India may be 
conducted which will help in understanding the differences of the two countries. 
3. A comprehensive export marketing study of a single non-traditional product should 
be conducted covering all the aspects of export marketing. 
4. A detailed study of Market Analysis and Strategy Development of Non-traditional 
Items from Bangladesh may be undertaken. 
5. It is evident from the present study that poor design and product development 
particularly for handicrafts and knitwear is a major reason for poor export performance 
and competitiveness which is a big hurdle in augmenting export of these products. 
Hence a full fledged study in the area of design and product development is desirable. 
6. For promoting Bangladeshi non-traditional products in foreign markets, Bangladesh 
has been participating in trade fairs and exhibitions. The impact of these participations 
in promoting Bangladeshi export image should also be studied. 
7. Many organisations have been established by the Government for promoting 
Bangladeshi non-traditional products. They are engaged in providing assistance to the 
exporters in many respects. A thorough study on the role and functioning of these 
organisations such as Export Promotion Bureau, Export Promotion Council, Chamber 
of Commerce and Industry, Bangladesh Small and Cottage Industries Corporation, 
Bangladesh Fisheries Development Corporation should be undertaken to know their 
strengths and weaknesses. 
APPENDICES 
APPENDIX - I 
YEARWISE EXPORT VALUES OF SELECTED 
NON-TRADITIONAL ITEMS 
(Value in Million US $) 
Year Shrimp Knitwear Handicrafts Fruits Vegetables 
1980-81 
1981-82 
1982-83 
1983-84 
1984-85 
1985-86 
1986-87 
1987-88 
1988-89 
1989-90 
1990-91 
1991-92 
1992-93 
1993-94 
1994-95 
1995-96 
33.63 
45.09 
63.69 
63.37 
77.16 
90.74 
112.46 
116.77 
120.44 
126.86 
127.97 
119.71 
155.48 
197.67 
260.70 
270.51 
- -
- -
- -
- -
- -
- -
- -
- -
- -
14.84 
131.20 
118.57 
204.55 
264.14 
393.26 
598.32 
3.45 
2.86 
2.48 
2.38 
1.91 
1.93 
3.99 
3.76 
3.93 
5.18 
5.19 
8.72 
5.43 
7.33 
6.46 
6.41 
0.03 
0.08 
0.17 
0.22 
0.31 
0.81 
0.31 
0.75 
0.50 
0.70 
1.30 
0.74 
1.31 
1.32 
1.96 
3.41 
0.99 
1.47 
2.42 
3.21 
3.95 
13.76 
17.48 
14.92 
9.44 
7.95 
4.37 
5.46 
8.06 
8.12 
8.69 
14.51 
Source: Export from Bangladesh 1972-73 to 1995-96, EPB. 
APPENDIX - II 
COMMERCIALLY IMPORTANT SPECIES BY MAJOR 
PRODUCTION AREAS 
Species Group Origin 
Warmwater/Tropical Indo-paci 
Western 
Indian 
Ocean 
Eastern 
Atlantic 
Western 
Atlantic 
Eastern 
Pacific 
Cold water North 
Atlantic 
& North 
Pacific 
Common English Name 
fie Green tiger shrimp 
Banana shrimp 
Indian white shrimp 
Black tiger shrimp 
Kuruma shrimp 
Fleshy shrimp 
Western king shrimp 
Brown tiger shrimp 
Indian white shrimp 
Black tiger shrimp 
Green tiger shrimp 
Southern pink shrimp 
Northern white shrimp 
Northern pink shrimp 
Southern pink shrimp 
Northern brown shrimp 
Southern brown shrimp 
Southern white shrimp 
Redspotted shrimp 
Yellowleg shrimp 
Whiteleg shrimp 
Blue shrimp 
Crystal shrimp 
Western white shrimp 
Northern shrimp 
Scientific Name 
Penaeus semisulcatus 
P. merguiensis 
P. indicus 
P. monodon 
P. japonicus 
P. orientalis/chinensis 
P. latisulcatus 
P. esculentus 
Penaeus indicus 
P. monodon 
P. semisulcatus 
P. notialis 
P. setiferus 
P. duorarum 
P. notialis 
P. aztecus 
P. subtilis 
P. schmitti 
P. brasciliensis 
P. californiensis 
P. vannamei 
P. stylirostris 
P. brevirostris 
P. occidentalis 
Pandalus borealis 
North 
Atlantic 
Common shrimp Crangon crangon 
Freshwater Indo-
Pacific 
Giant river shrimp Macrobrachium rosenbergii 
Deepsea Indo- Mino nylon shrimp 
Pacific Smooth nylon shrimp 
Striped soldier shrimp 
Meterocarpus sibogae 
Meterocarpus larvigatus 
Plesionika edwardsii 
Source: Global Industry Update Shrimp. ADB / INFOFISH. Kuala Lumpur, Malaysia, August, 1991. 
APPENDIX -HI 
CLASSIFICATION OF APPAREL AND CLOTHING ACCESSORIES 
KNITTED OR CROCHETED 
Heading 
No. 
61.01 
61.02 
61.03 
H.S. 
Code 
6101.10 
6101.20 
6101.30 
6101.90 
6102.10 
6102.20 
6102.30 
6102.90 
6103.11 
6103.12 
6103.19 
6103.21 
6103.22 
6103.23 
6103.29 
6103.31 
Men's or boy's overcoats, car-coats, capes, cloaks, anoraks (inlcuding 
ski-jackets), wind-cheaters, wind-jackets and similar articles, knitted 
or crocheted, other than those of heading No. 61.03. 
Of wool or fine animal hair 
Of cotton 
Of man-made fibres 
Of other textile materials 
Women's or girls' overcoats, car-coats, capes, cloaks, anoraks 
(inlcuding ski-jackets), wind-cheaters, wind-jackets and similar 
articles, knitted or crocheted, other than those of heading No. 61.04. 
Of wool or fine animal hair 
Of cotton 
Of man-made fibres 
Of other textile materials 
Men's or boy's suits, ensembles, jackets, blazers, trousers, bib and 
bace overalls, breeches and shorts (other than swim wear), knitted or 
crocheted. 
Suits: 
- Of wool or fine animal hair 
- Of synthetic fibres 
- Of other textile materials 
Ensembles: 
- Of wool or fine animal hair 
- Of cotton 
- Of synthetic fibres 
- Of other textile materials 
Jackets and blazers: 
- Of wool or fine animal hair 
Heading 
No. 
61.04 
H.S. 
Code 
6103.32 
6103.33 
6103.39 
6103.41 
6103.42 
6103.43 
6103.49 
6104.11 
6104.12 
6104.13 
6104.19 
6104.21 
6104.22 
6104.23 
6104.29 
6104.31 
6104.32 
6104.33 
6104.39 
6104.41 
- Of cotton 
- Of synthetic fibres 
- Of other textile materials 
Trousers, bib and brace overalls, breeches and shorts: 
- Of wool or fine animal hair 
- Of cotton 
- Of synthetic fibres 
- Of other textile materials 
Women's or girls' suits, ensembles, jackets, dresses, skirts, divided 
skirts, trousers, bib and brace overalls, breeches and shorts (othre 
than swimwear), knitted or crocheted. 
Suits: 
- Of wool or fine animal hair 
- Of cotton 
- Of synthetic fibres 
- Of other textile materials 
Ensembles: 
- Of wool or fine animal hair 
- Of cotton 
- Of synthetic fibres 
- Of other textile materials 
Jackets: 
- Of wool or fine animal hair 
- Of cotton 
- Of synthetic fibres 
- Of other textile materials 
Dresses: 
- Of wool or fine animal hair 
Heading 
No. 
61.05 
61.06 
61.07 
H.S. 
Code 
6104.42 
6104.43 
6104.44 
6104.49 
6104.51 
6104.52 
6104.53 
6104.59 
6104.61 
6104.62 
6104.63 
6104.69 
6105.10 
6105.20 
6105.90 
6106.10 
6106.20 
6106.90 
6107.11 
6107.12 
6107.19 
- Of cotton 
- Of synthetic fibres 
- Of artificial fibres 
- Of other textile materials 
Skirts and divided skirts: 
- Of wool or fine animal hair 
- Of cotton 
- Of synthetic fibres 
- Of other textile materials 
Trousers, bib and brace overalls, breeches and shorts: 
- Of wool or fine animal hair 
- Of cotton 
- Of synthetic fibres 
- Of other textile materials 
Men's or boys shirts, knitted or crocheted. 
- Of cotton 
- Of man-made fibres 
- Of other textile materials 
Women's or girls' blouses, shirts and shirt-blouses, knitted 
crocheted. 
- Of cotton 
- Of man-made fibres 
- Of other textile materials 
or 
Men's or boys' underpants, briefs, nightshirts, pyjamas, bathrobes, 
dressing gowns and similar articles, knitted or crocheted. 
Underpants and briefs: 
- Of cotton 
- Of man-made fibres 
- Of other textile materials 
Nightshirts and pyjamas: 
Heading 
No. 
61.08 
61.09 
H.S. 
Code 
6107.21 
6107.22 
6107.29 
6107.91 
6107.92 
6107.99 
6108.11 
6108.19 
6108.21 
6108.22 
6108.29 
6108.31 
6108.32 
6108.39 
6108.91 
6108.92 
6108.99 
6109.10 
6109.90 
- Of cotton 
- Of man-made fibres 
- Of other textile materials 
- Other 
- Of cotton 
- Of man-made fibres 
- Of other textile materials 
Women's or girls' slips, petticoats, briets, panties, nightdresses, 
pyjamas, negliges, bathrobes, dressing gowns and similar articles, 
knitted or crocheted. 
Slips and petticoats: 
- Of man-made fibres 
- Of other textile materials 
Briefs and panties: 
- Of cotton 
- Of man-made fibres 
- Of other textile materials 
Nightdresses and pyjamas: 
- Of cotton 
- Of man-made fibres 
- Of other textile materials 
- Other 
- Of cotton 
- Of man-made fibres 
- Of other textile materials 
T-shirts, singlets and other vests, knitted or crocheted. 
- Of cotton 
Of other textile materials 
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Heading 
No. 
61.10 
61.11 
61.12 
61.13 
61.14 
H.S. 
Code 
6110.10 
6110.20 
6110.30 
6110.90 
6111.10 
6111.20 
6111.30 
6111.90 
6112.11 
6112.12 
6112.19 
6112.20 
6112.31 
6112.39 
6112.41 
6112.49 
6113.00 
6114.10 
6114.20 
6114.30 
6114.90 
Jerseys, pullovers, cardigans, waistcoats and similar articles, knitted 
or crocheted. 
Of wool or fine animal hair 
Of cotton 
Of man-made fibres 
Of other textile materials 
Babies' garmetnts and clothing accessories, knitted or crocheted. 
Of wool or fine animal hair 
Of cotton 
Of man-made fibres 
Of other textile materials 
Track suits, ski suits and swim wear, knitted or 
crocheted. 
Track suits: 
- Of wool or fine animal hair 
- Of cotton 
- Of man-made fibres 
- Ski suits 
Men's or boys' swimwear: 
- Of synthetic fibres 
- Of other textile materials 
Women's or girls' swimwear: 
- Of synthetic fibres 
- Of other textile materials 
Garments, amde up of knitted or crocheted fabrics of heading No. 
59.03, 59.06 or 59.07. 
Other garments, knitted or crocheted. 
Of wool or fine animal hair 
Of cotton 
Of man-made fibres 
Of other textile materials 
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Heading 
No. 
61.15 
61.16 
61.17 
H.S. 
Code 
6115.11 
6115 12 
6115.19 
6115.20 
6115.91 
6115.92 
6115.93 
6115.99 
6116.10 
6116.91 
6116.92 
6116.93 
6116.99 
6117.10 
6117.20 
6117.80 
6117.90 
Panty hose, tights, stockings, socks and other hosiery, including 
stockings for varicose veins and footwear without applied soles, 
knitted or crocheted. 
Panty hose and tights: 
- Of synthetic fibres, measuring per single yarn less than 67 
decitex 
- Of synthetic fibres, measuring per single yarn less than 67 
decitex or more. 
- Of other textile materials 
Women's full-length or knee-length hosiety, measuring per 
single yarn less than 67 decitex. 
- Other 
- Of wool or fine animal hair 
- Of cotton 
- Of man-made fibres 
- Of other textile materials 
Gloves, mittens and mitts, knitted or crocheted. 
Gloves impregnated, coated or coverd with plastics or 
rubbber. 
- Other 
- Of wool or fine animal hair 
- Of cotton 
- Of man-made fibres 
- Of other textile materials 
Other made up clothing accessories, knitted or corcheted; knitted or 
crocheted parts of garments or of clothing accessories. 
Shawls, scarves, mufflers, mantillas, veils and the like 
Ties, bow ties and cravats 
Other accessories 
- Parts 
Source: The Harmonized Commodity Description and Coding System, Customs Cooperation 
Council, Brussels, June 14, 1983. 
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APPENDIX -IV 
LIST OF ITEMS INCLUDED AS HANDICRAFTS 
srrc 
Code 
(1) 
(2) 
63442 
63541 
63542 
63549 
63599 
64289 
65191 
6560 
65891 
65921 
65929 
6539 
65941 
Inlaid Wood and Wood marquetry. 
Wooden picture frames, photograph frames, mirror frames and 
the like. 
Household utensils of wood. 
Standard lamps, table lamps and other light fittings of woods 
articles of furniture of wood, not falling with in division 82, 
caskets, cigarette boxes, trays, fruit bowls, ornaments and other 
fancy articles, of wood; cases for cutlery, for drawing instru-
ments or for violins, and similar receptacles, of wood; articles 
of wood for personal use or adornment, of a kind normally 
carried in the pocket, in the handbag or on the person; parts of 
the foregoing articles, of wood. 
Other articles of wood nes. 
Other articles of paper pulp, paper, paperboard or cellulose 
wadding, nes. 
Metallised yarn, being textile yarn spun with metal or covered 
with metal by any process. 
Tulle, lace, exbroidery, ribbons, trimmings and other small 
wares. 
Tapestries, hand-made, of the type Gobelins, Flanders, Aubusson, 
Beauvais and the like, and needle worked tapestries (eg. petit 
point and cross stich) made in panels and the like by hand. 
Carpets, carpeting and rugs, knotted (made up or not) of wool or 
fine animal hair. 
Carpets, carpeting and rugs, knotted (made up or not) of other 
textile matterials. 
"Kelem", "Schumacks" and "Karamanic" rugs and the like. 
Carpets, carpeting, rugs, mats and matting, of wool or fine 
animal hair, nes (tufted). 
Heading 
No. 
(14) 
(15) 
(16) 
(17) 
(18) 
(19) 
(20) 
(21) 
(22) 
(23) 
(24) 
H.S. 
Code 
65942 
65949 
65962 
6597 
66132 
66582 
6664 
6665 
6666 
6671 
66729 
Carpeting, rugs, mats and matting of wooll or fine animal hair, 
nes (woven). 
Carpets, carpeting, rugs, mats and matting, of wool or fine 
animal hair, nes (other then knotted, tufted, woven, knitted, 
crocheted or of felt). 
Carpets, carpeting, rugs, mats and matting, of wool or fine 
animal hair, nes (other then knotted, tufted, or of felt). 
Plaits and similar products of plaiting materials, for all uses, 
whether or not assembled into strips; plaiting materials bound 
together in parallel strands or woven, in sheet form (including 
matting, mats and screens); straw envelopes for bottles. 
Building and monumental stone, worked, and articles thereof 
(including mosaic cubes), other than goods falling witin heading 
66131 or group 662. 
Glass beads, imitation pearls, imitation precious and semi-
precious stones, fragments and chippings, and similar fancy or 
decorative glass small wares, and articles of glassware made 
tere from; grass cubes and small glass plates, whether or not on 
a backing, for mosaics and similar decorative purposes; artifi-
cial eyes of glass (including those for toys but excluding those 
for (wear by humans); ornaments and oter fancy articles of 
lampworked glass; glass grains (kallotinif). 
Tableware and oter articles of a kind commonly used for 
domestic or toilet purposes, of porcelain or China (including 
biscuit porcelain and parain). 
Tableware and other articles of a kind commonly used for 
domestic or toilet purposes, of other kinds of pottery. 
Statuettes and other ornaments and articles of personal adorn-
ment articles of furniture, of porcelain, China or other ceramic 
materials, nes. 
Pearls (natural or cultured), unworked or worked, but not 
mounted, set or strung (except ungraded pearls temporarily 
strung for convenience of transport). 
Diamonds (other than industrial diamonds), cut or otherwise 
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Heading 
No. 
(25) 
(26) 
(27) 
(28) 
(29) 
(30) 
(31) 
(32) 
(33) 
(34) 
(35) 
(36) 
(37) 
(38) 
H.S. 
Code 
6673 
6674 
69742 
69752 
69782 
69933 
69962 
69981 
82111 
82192 
82199 
84711 
84712 
84713 
worked, but not mounted or set. 
Other precious and semi-precious stones, unworked, cut or 
otherwise worked but not mounted, set or strung (except 
ungraded stones temporarily strung for convenience of trans-
port). 
Synthetic or reconstructed precious stones, unworked, cut or 
otherwise worked but not mounted, set or strung (except 
ungraded stones temporarily strung for convenience of trans-
port). 
Articles of a kind commonly used for domestic purposes, nes, 
and parts of such articles nes of copper. 
Sanitatryware for indoor use and parts thereof, nes, of copper. 
Statuettes and other ornaments of a kind used indoor, of base 
metal: photograph, picture and similar frames, of base metal; 
mirrors of base metal. 
Clasps, frames with clasps for handbags and the like, buckles, 
buckle-clasp, hooks, eyes eyelets and the like, of base metal, of 
a kind commonly used for clothing, travelgoods, handbags or 
other textile or leather goods; tabular rivets and bifurcated 
rivets, of base metal; heads and spangles, of base metal. 
Bells and gongs, non-electric, of base metal and parts thereof 
base metal. 
Articles nes of copper. 
Chairs and other seats (other than those falling within heading 
82121), whether or not convertible into beds. 
Furniture nes of wood. 
Furniture, nes of other materials; parts nes of the furniture 
falling within heading 8219. 
Handkerchiefs. 
Shawls, scarves, mufflers, mantillas, veils andthelike, of textile 
fabrics, other than knitted or crocheted. 
Ties, bow ties and cravats, of textile fabrics, other than knitted 
or crocheted. 
Heading 
No. 
(39) 
(40) 
(41) 
(42) 
(43) 
(44) 
(45) 
(46) 
(47) 
(48) 
(49) 
(50) 
(51) 
(52) 
(53) 
(54) 
(55) 
(56) 
H.S. 
Code 
84831 
84832 
8484 
89242 
8933 
89422 
89423 
89425 
89601 
89602 
89603 
89606 
8972 
89731 
89732 
89733 
89811 
89821 
Articles of furskin nes. 
Artificial fur articls and made thereof, nes. 
Headgear and fittings thereof, nes. 
Picture postcards, Christmas and other picture greeting cards, 
printed by any process, with or without trimmings. 
Ornametal articles and objects of personal adornment, of the 
materials falling wthin division 58. 
Dolls. 
Toys, nes; working models of a kind used for recreational 
purposes. 
Carnival articles; entertainment articles (e.g. conjuring tricks 
and novelty; jokes); Christmas tree decorations and similar 
articles for Christmas festivities (e.g. artificial Christmas trees, 
Christmas stockings, imitation yule logs, Nativity scenes and 
fiures thereof)-
Paintings, drawings and pastels, executed entirely by hand 
(other than industrial drawings falling within heading 89282 and 
other than hand-painted or hand decorated manufactured arti-
cles). 
Original engravings, pritns and lithographs. 
Original sculptures and statuary, in any material. 
Antiques of an age exceeding 100 years nes. 
Imitation jewellery. 
Articles of jewellery and parts thereof, of precious metal or 
rolled precious metal (except watches and watch cases). 
Articles of goldsmiths and silversmiths wares and parts thereof, 
of precious metal (other than goods falling within heading 
89731). 
Articles consisting of, or incorporating, pearls, precious or 
semiprecious stones (natural, synthetic or reconstructed), nes. 
Pianos (including automatic pianos, whether or not with key-
boards); harpsichords and other keyboard stringed instruments; 
harps (but not including acolian harps). 
Pipe and reed organs (including harmoniums and the like). 
Heading 
No. 
(57) 
(58) 
(59) 
(60) 
(61) 
(62) 
(63) 
(64) 
(65) 
(66) 
(67) 
(68) 
(69) 
(70) 
(71) 
H.S. 
Code 
89823 
89824 
8991 
89931 
89935 
89942 
89949 
89971 
89981 
89983 
89985 
89987 
89992 
89993 
89995 
Other wind musical instruments. 
Percussion musical instruments (e.g. drums, nylophones. cym-
bals, castanets). 
Articles and manufactures of carving or moulding materials nes. 
Candles, tapers, nighty lights and the like. 
Smoking pipes; pipe bowls, stems and other parts of smoking 
pipes (including roughly shaped blocks of wood or root); cigar 
and cigarette holders and parts thereof. 
Walking sticks (including climbing-sticks and seat sticks), canes, 
whips, riding crops and the like). 
Parts, fittings, trimmings and accessories of the articles falling 
within heading 89941 or 89942. 
Basketwork, wicherwork and other articles of plating mateials, 
made directly to shape, nes; articles made up from goods falling 
within heading 6597; articles of loofah. 
Hand sieves and hand riddles, of any material. 
Buttons and button moulds, studs, cufflinks and press fasteners 
(including snap fasteners and press studs); blanks and parts of 
such articles. 
Combs, hair-slids and the like. 
Tailor's dummies and other lay figures; automatic and other 
animated displays of a kind used for shop window dressing. 
Skins and other parts of birds with their feathers or down, 
feathers, parts of feathers down, and articles thereof (other 
than goods falling within heading 29196 and worked quills and 
scapes). 
Artificial flowers, foliage or fruit and parts thereof; articles 
made of artificial flowers, foliage or fruit. 
Wigs, false beards, eyebrows and eyelashes, switches and like, 
or human or animal hair or of textiles; other articles of human 
hair, nes (including hair nets). 
Source: United Nations, Department of Economic and Social Affair, Statistical Papers, Series 
M No. 34/Rev 2, 1975. 
APPENDIX - V 
PRODUCTION OF FRUITS IN BANGLADESH 
('000 tons) 
Items 1990-91 1991-92 1992-93 1993-94 1994-95 
Banana 
Mango 
Pineapple 
Jackfruit 
Papaya 
Melon 
Mandarine 
Ber 
Guava 
Citrus Fruits 
Othrs 
624 
179 
162 
253 
28 
113 
1 
9 
24 
8 
20 
626 
183 
150 
255 
30 
110 
1 
9 
25 
8 
20 
636 
184 
148 
257 
32 
96 
1 
10 
37 
8 
20 
632 
184 
149 
256 
35 
104 
1 
11 
29 
8 
21 
630 
189 
149 
256 
36 
101 
1 
11 
31 
8 
21 
Source: Statistical Pocketbook of Bangladesh, BBS, 1996. 
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APPENDIX - VI 
PRODUCTION OF VEGETABLES IN BANGLADESH 
('000 tons) 
Items 
Potato 
KharifPumpkin 
Rabipmpkin 
Kharifbrinjal 
Rabibrinjal 
Patal 
Lady's finger 
Jhinga 
Karala 
Arum 
Puisak 
Chichinga 
Cucumber 
Cabbage 
Cauliflower 
Watergourd 
Tomato 
Radish 
Beans 
Other Rabi Vegetable 
1990-91 
1237 
29 
49 
53 
132 
21 
12 
21 
19 
77 
14 
10 
15 
70 
68 
65 
89 
177 
36 
52 
1991-92 
1379 
30 
52 
54 
131 
21 
12 
21 
19 
80 
14 
9 
15 
71 
68 
68 
86 
176 
37 
52 
1992-93 
1384 
32 
56 
57 
132 
21 
14 
22 
20 
92 
15 
9 
16 
76 
68 
69 
86 
179 
38 
53 
1993-94 
1438 
32 
58 
56 
132 
22 
14 
22 
20 
97 
16 
10 
16 
81 
72 
72 
86 
180 
41 
52 
1994-95 
1468 
33 
63 
59 
128 
23 
15 
23 
21 
103 
16 
10 
16 
91 
73 
75 
87 
183 
42 
51 
Source: Statistical Pocketbook of Bangladesh, BBS, 1996. 
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APPENDIX - VII 
LIST OF FRUITS & VEGETABLES EXPORT FROM BANGLADESH 
Local Name 
VEGETABLES 
1. 
2 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
33. 
34. 
35. 
36. 
37. 
38. 
39. 
40. 
41. 
42. 
43. 
44. 
45. 
46. 
Aamphul 
Alu 
Amraphul 
Bash Kami 
Begoon 
Bilati Dhania 
Bortooti 
Chal Kumra/Jali 
Chichinga 
Datasak 
Dhanepata 
Dheki sak 
Dherosh 
Dhundul 
Jhinga 
KachaMarich 
Kacha pepe 
Kacha Kala 
Kachu Lati 
Kakrol 
Kalabogoli 
KalaThur 
Kalmi sak 
Korolla 
Lai sak 
Lau 
Man-Kachu 
Misti Alu 
Misti Kumra 
Moda 
Mukhi Kachu 
Ol-Kachu 
Palong sak 
Pancha Mukhi Kachu 
Pani Kachu 
Pat sak 
Potal 
Pui sak 
Sak Alu 
Shajna 
Shapla 
Shasha 
Sim 
Peaz 
Chauna 
Shim Bichi 
English Name 
Mango flower 
Potato 
Golden Apple flower 
Bamboo shoots 
Brinjal/Aubergine 
TongHo 
Cowpea 
Dhudi 
Time of production/ 
Availability 
December-February 
November-March 
December-February 
April-October 
All season 
All season 
All season 
All season 
Snake gourd/chichora/Parval April-October 
Amaranth us 
Coriander leaves 
Fiddlehead greens 
Okra/Ladies finger 
Bath sponge (green) 
Drumstick 
Ribbed gourd/Tuna 
Green Chilli 
Green Papaya 
Matoke/Plantain 
-
Kantola 
-
Banana Flower 
Kang Kong 
Bitter gourd/Korela 
RedAmaranthus 
Squash 
Toro 
Sweet potato 
Sweet gourd/Pumpkin 
Radish 
Eddoes 
Toro 
Spinach 
Colocassi/Taro 
Toro 
Jute leaf 
Palwal/Tindori 
Callaloo 
Yam bean 
Sijan/Saragwo/Drumstick 
Water lily 
Water lily 
Cucumber/Courgettes 
Flat bean 
Onion 
Over matured Dhudi 
Flat bean seeds 
All season 
November-February 
All season 
All season 
November-February 
All season 
All season 
All season 
All season 
April-October 
July-September 
All season 
All season 
April-Octover 
All season 
All season 
All season 
All season 
April-October 
November-February 
November-April 
April-October 
All season 
November-February 
April-October 
All season 
April-October 
All season 
All season 
April-October 
All season 
All season 
All season 
November-February 
FRUfTS 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
Aam 
Ada Lebu 
Amloki 
Amra 
Ata 
Boroi 
Chalta 
Champa Kala 
Gab 
GolapJam 
Jalpai 
Jambura/Btabilebu 
Jamrul 
Kagji 
Kamranga 
Kathal 
Koronja 
Kul/Boroi 
Latka 
Lichu 
Pani Phal 
Peara 
Safeda 
Sharifa 
Shatkora 
Tal 
Tetul 
KachaAam 
Alachi Lebu 
Jhara Lebu 
Bel 
Kad Bel 
OTHERS 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
Ada 
Akh 
Halud 
Lebupata 
Mete Alu 
Pan (Bangla) 
Pan(Khashia) 
Mango 
Lemon 
Emblica 
Golden Apple 
Cherimoya 
Berr/Jujubi 
Apple Banana 
Sharonfruit 
Jam 
Olive 
Shaddoc/Pummelo 
Rose apple 
Lime 
Ca ra m bol a/Star fruit 
Jackfruits 
Konanda 
Plum/Jujubi 
Longan 
Lychee/Litchee 
Water chestnut 
Gauva 
Sapodila/Sapota/Chico 
Atemoya 
Shatkora 
Mangosteen/Plam 
Tarmarind 
Green Mango 
Lime 
Lime 
Wood apple 
Ginger 
SugerCane 
Termeric 
Limeleaf 
Yams 
Betel leaf 
Betel leaf 
May-September 
April-October 
July-October 
April-October 
March-May 
November-February 
April-October 
All season 
April-June 
May-June 
Noember-February 
April-October 
April-October 
All season 
April-October 
April-October 
April-October 
November-February 
April-October 
June-July 
April-October 
All season 
April-October 
August-December 
April-October 
April-October 
All season 
All season 
All season 
All season 
All season 
All season 
All season 
Source: M. Ahsan Uliah 1995]. Terminal and Strategy Report on Fresh Fruits, Vegetables and 
Flowers, Export Developments Promotion Project: BGD/91/004. ITC/UNCTAD/GATT. 
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